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“APE 
SPIRAL DASHER WASHERS 


give you all these 
powerful sales features! 


@ Largest Capacity — 22-gallon ® Pressure Cleansing with the 
tubs, 10-lb. clothes capacity means 


Apex-Lovell wringer—gently but 
shorter washdays, less work. 


firmly squeezes dirt out of fabric 
‘ : ! 
® Flex-Flush Cleansing Action clothes come clean! 

with the famous Spiral Dasher 

opens the fabric weave, flushes ® Exclusive Free-Running Mech- 


out dirt from every garment. anism for longer washer life. 


® Fabric-Saver Dial for automati- Precision gears sealed in oil. 
cally-timed washing. Selects wash- 
ing time, according to fabric and ® Fast-Action Pump—motor-driven 
degree of soil. empties tub in 2-3 minutes! 


. ‘ 4 ‘ ° 44) f ! 
’ les-Wakerv i Wirinaer Washers ! 
The wonder-working SPIRAL DASHER. Broad, 
spiral vanes wash with equal efficiency from top 
to the bottom of the tub. Has the exclusive SILK 
LINE for perfect cleansing of dainty garments. 


+ 


bins 20 
a IMGL/U 


Pull... and it stops—slightest 
instinctive pull stops rolls instantly. Push and 
it swings to new operating position. Outstanding 
safety and convenience! 








a 1012-P—rop model of the step-up Apex line. 
22-gallon tub, 10-pound capacity. Every quality feature. 


HOUR-SAVING APPLIANCES Wo 


THE APEX ELECTRICAL MANUFACTURING CO. © crevetaNnn 10, on!0 





The Cover ves 

rHE AUTOMATIC laundry trio— 
washer, ere and ironer, save time 
and labor, and make the laundry a 
pleasant place to work, especially when 
a window fan, radio, iron and other 
electrical necessities are located close 


it hand. 


Kodachrome by Dave Rosenfeld 
Linol donated by Congol -Nairn 
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0) A proclamation 
i 
) 


S— To Westinghouse Dealers and 


| 


he Westinghouse creed and long-range policy 
has always been “No Compromise On Quality”. 


You may rest assured that it is the avowed and 





unalterable policy of Westinghouse management 
that inferior substitute materials shall never be used in any product 
bearing the Circle W trade mark. 

In fact, should the defense program demand further curtailment 
in the use of critical raw materials, Westinghouse will discontinue 
any product whose quality would be adversely affected. 

The quality and durability of Westinghouse products being 
produced today have in no way suffered from the current restric- 


tions and allocation system in force on raw materials, 
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on quality | 


Their Customers Everywhere ———> 


On the contrary, Westinghouse research has evolved methods 
and processes of producing in many instances a better product that 
requires the use of /ess material in short supply. 

You can be sure that Westinghouse will never offer a product 


that would invalidate the words we and our retailers live by— 


you CAN BE SURE..1F rs Westinghouse 





President, Westinghouse Electric Corporation 
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Permaalas casts no more 





ADVERTISING EXPENDITURES 
IN NATIONAL MAGAZINES 


1949 1950 


A. 0. Smith 


Leading Water Heater Manufacturers. Chart built 
from figures of Publishers’ Information Bureau. 











A. O. SMITH CORPORATION 
Water Heater Division, Dept. EM- 751 
Kankakee, Iinois 


Send me the facts on Permaglas. Include my copy of 
Don Herold’s book on Ceramitron Construction. 


Name 
Firm 
Street 


City State 











Sell the full line. Smart merchan- 
disers always sell adequate sizes— 
and here, in the finest of all auto- 
matic electric water heaters, you have 
everything your Customers want. 


Cost no more than ordinary water 
heaters. A.O.Smith mass-produc- 
tion methods, developed in producing 
more than a million A.O. Smith auto- 
matic water heaters, bring you savings 
tO pass On to customers. 

Can’t rust because glass can’t rust! 
Exclusive Permaglas features—Cer- 
amitron Construction* and the glass- 
surfaced steel tank—assure positive 


JULY, 


protection against attack by all cor- 
rosive waters . . . provide sparkling 
clean hot water free from tank rust. 


Most consistent national advertiser. 
A.O. Smith national advertising of 
Permaglas is the strongest and most 
consistent in the industry: a continuous 
builder of sales through development 
of unparalleled consumer acceptance. 


Get all the facts. For complete infor- 
mation on Permaglas electric water 
heaters and A.O. Smith Registered 
Dealer opportunities in your area, 
write our nearest office—or use the 


handy coupon. 
*Potented 


19S1I—ELECTRICAL MERCHANDISING 





The National Anpliance-Radio-IV Picture 


Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors 


By ROBERT W. ARMSTRONG 


RAS ta MEER 


W YRSE came to worst for east- 
ern ap 1 May 


pliance dealers in 
And it came in three 


packages at 


auctions, fair trade, and color 

The most graphic answer to the 
question, “How’s business?’, was 
provided by the New York retailer 
who said, “This is business?” 


Auction Fever. Dealer resent- 
ment over the TV auction run by 
a New York City chain reflected a 
fear that the fever would spread 
throughout all the East and, in fact, 
one dealer group which attempted 
1 similar sale in Queens found the 
audience full of heckling merchants 
But, say some eastern dealers, in 
New York the harm is done. Con- 
sumers, already used to substantial 


discou 


nts, will expect to get sets 
iow at less than dealer cost 


No More Floor. 


Macy's decided to capitalize on the 


[wo days after 


Supreme Court decision on fair trade 
by cutting pri (and thereby gain 
free adverti and build traffic) 
their housewares basement looked 
bargain day at Gimbels. And 

As with the TV auction, 

l the only 

were happy about the 

Merchants in other 


seemed to De 
1 


were, at this writing, 
their collective breaths 
ould hit them 
next It tl ittle fellows, they 
claim, wl vill 1 hurt the most, 
because, since they buy in smaller 
quantities and pay more for their 
merchandise, they can’t afford to 
cut prices with the big department 
store But one “little dealer” is 
about the cuts than 
ost “It's bringing people into 
and that’s good 
people buying.” 


more optimist 
the stores,” he savs, ° 
and it may start 

Color Callouses. Most consumers 
didn’t throw out the buying anchor 
because of the Supreme Court deci- 
sion permitting CBS to go ahead 
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with color TV broadcasting. They'd 
been swamped by too many deci- 
sions and, besides, they weren't buy- 
ing anyway As one New York 
dealer puts it, “The last time there 
was a decision we had a flock of 
people cancel their orders. But this 
time only two customers called up 
and we were able to talk them both 
out of cancelling.” 


Price War or Police Action? A 
spread or 
ould prolong the period of con- 
sumer buying reluctance and expen- 
sive inventory clearances for many 
merchants. But both manufacturers 
and distributors have already dem 


1 


onstrated that they have two axes 


price wars and auctions 


vhich they can swing at over-eager 
r 1 In one instance a 

ion W cancelled the day 
before it was to open because the 
dealer's distributor simply threat- 
ened to get tough about the money 
due for merchandise And today, 
when so many dealers are out on a 
credit limb, a swing of that axe could 
mean disaster. In other instances 
1 few manufacturers have just “run 
out of available merchandise.” 


Outlook for Air Conditioners. 
With TV sales flat under the cash 
register all over the East, dealers 
are hoping desperately for a steam- 
ing hot summer. Retailers in New 
York, Baltimore, Washington, and 
Long Island report generally heav- 
ier inventories than last year at this 
time and have already had some 
sales activity, but they are afraid 
that most sales will be made on a 
price basis. As a Baltimore dealer 
says, “It’s. strictly a discount 
market.’ 

Buffalo and Boston are two areas 
where not much air conditioning 
activity is expected. The summer 
is too short in the former and a 
Boston merchant cautions that “the 
Atlantic Ocean is itself a pretty 
good air conditioner.” Demand in 
Washington will be strong, and 
units are already selling, but re- 
strictions on apartment house leases 
will kill a lot of sales. One Capital 
dealer thinks he could do better with 
more of the $239 units, claims $300- 


ind-up jobs meet more resistance. 


No Refrigeration Boom. As with 
air conditioners, hot weather is the 
salesman every refrigerator dealer 
wants to hire. A Long Island dealer 
says, “Refrigerator business has not 
yet materialized (June 4) and we'll 
have to hope for an early hot spell 
to start things rolling.” Down in 
Washington, where it’s hotter than 
Acheson's ears, some refrigerators 
have already started to go. “Our 
refrigerator sales are ahead of last 
year,” says a big New York dealer, 
“but we've had to work for it.” 

In upper New York State, where 
the warm weather is slower coming, 
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refrigeration sales have been disap- 
pointing. Says one retailer, “Refrig- 
eration is down, but ranges and 
washers are good.” 

3ig refrigerator inventories at the 
manufacturer and wholesaler levels 
are emphasized by the prevalence 
of “deals.” “I see more salesmen 
with ‘terrific deals’ in one day than 
I have customers all week.” says 
one merchant reporting offers of 
refrigerators in lots of six at less 
than carload-lot prices. 

\ Philadelphia dealer says that 
is refrigerator sales in May were 
a little ahead of last year but still 
calls it “a hell of a _ refrigeration 


1 
} 


because sales require so 
much digging. His first promotion 
to really click, he says, was the offer 
of a seven cubic feet box with a 
horizontal evaporator for $166. He 
has 230 refrigerators in stock, 
expects that he won't need to order 
more, even though boxes are avail- 
able in carload lots at $20 less than 
the regular price and the deal in- 
cludes the usual three percent kick- 
back and a free full page ad. 


season” 


TV Delirium. Deals also indicate 
the inventory saturation of TV. A 
3ridgeport retailer reports that he 
has to reject—with some regret—an 
offer of $1200 in merchandise free 
with a $2400 order or a free trip to 
3ermuda with the purchase of four 
Like many other dealers, 
he toyed with the idea of a TV auc- 
tion, but, he says. manufacturer 
price cuts came in time to let him 
off the hook. 

Most of the trouble dealers are 
having with TV comes from too- 
large inventories and too little cash. 
3ut there are exceptions. One New 
York outfit, which runs on a coldly 
calculated business basis, insists that 
it’s not worried. “Sales are a little 
rough,” says a spokesman, “but we 
When 
everyone else was buying we con- 
sidered borrowing a million dollars 
and stocking up. But then we figured 
it out If a real shortage did 
develop, a big inventory wouldn't 
last long enough to count and the 
profit we would make wouldn't 
compensate for the risk. So we 
stocked up a little on low-end table 
models, which we figured we could 
always sell, and haven't been 
caught.” Incidentally, this firm re- 
ports that business for the year so 
far is ahead of 1950, gives most of 
the credit to a well-organized out- 
side selling crew. 

Another dealer, also a merchant 
who figures things for the long pull, 
is in a different position. He had 
an inventory of 600 TV sets in 
January. Then sales went to pot 
and his May volume was off 50 per- 
cent from the same month last year 
and, because of some buying, his 
present inventory stands at around 
500. But he’s not getting grey hair. 


consoles. 


have little or no inventory. 


He can sell all of one make of auto- 
matic washer he can get; there 
aren't enough small freezers to meet 
the demand. “We're ahead in every- 
thing but TV,” he says, “so why 
worry?” 


Odd Stock. A Philadelphia re 
tailer says that now’s the time to 
pick up TV servicemen. “There 
are plenty of them walking the 
streets today because so many serv- 
ice contractors have folded up,” he 
says. “I have had ten of them call 
on me in two days.” 

Another merchant claims that too 
dealers without 
service departments are selling serv 
ice contracts to customers and then, 
because they need the dough, are 
keeping the contracts themselves 
instead of passing them along to 
service outfits, hoping against hope 
that nothing will go wrong 


many television 


New Greeting. TV distributors 
at the recent NAED convention 
finally founda substitute for “Hello” 
It’s a sly twist of the head and “I 
got 2800; how many you got?” 


The Midwest 


PSTD 


By TOM F. BLACKBURN 


Ao ING midwest manufacturers 
and retailers about the effect ot 
the Supreme Court knock-out of the 
fair trade laws is about like asking 
maidens the state of their virginity 

Of course, everything is hunky 
dory, and nobody has a low thought 
about the matter. 

Che real answer lies in the retail 
belief that nothing is to be gained 
in a price war now, and there is 
no general pressure of a high inven- 
tory. Cuf price leaders are usually 
items that will get store traffic and, 
unfortunately, there is a lull in the 
appliance business at the present 
moment. Discount houses are giv- 
ing away enough already. 

(Continued on page 6) 
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this is the remarkable 








liquefier-blender that 
has a sales-winning 
personality all its own 
... brings every house- — 
hold a new lease on health and beauty, 
plus some of the most interesting food 
a family ever tasted! Glass container 
opens at both ends ye to make it 
easy-to-empty, easy-to-clean .. . and ex- 
clusive Flex-O-Matic self-sealing base 

(2). is insurance against leaking. A 
-4-}.) the OSTERIZER 
is an appliance to be used all day, every 
day, in every home! An ideal SE 
gift suggestion! Nothing like it has ever 


‘‘family affair” 


4 


made sales-making so easy. . . or profit- 


building so simple. Best selling 


model in chromium, retails at $44.95; 
enamel-base model at $39.95. 


{ OSTERETT 
PORTABLE MIXER—more powerful per pound, $16.95. 


OSTER KNIFE SHARPENER double-action, sharpens 


both sides of blade at once, $14.95. OSTER AIRJET 


DRYER for the fastidious customer, $19.95. OSTER STIMU- 


LAX, JR. the family massage instrument, $29.50. 


1 LINE OF HIGHEST QUALITY, the Oster electrical housewares are 
backed by more than a quarter-century of experience. One year guar- 
antee on all products. .. with service at Oster’s co intry-u ide, author- 


ized Factory Service Stations. Underwriters’ Approval and backed 


this season by a bigger than ever campaign of national advertising. 


LET OSTER SHOW YOU! 
See you in Atlantic City July 9-13 
Booths 1101—1102 

National Housewares 

& Home Appliance Mfrs. Exhibit 


John Oster Mfg. Co., Racine, Wis. 











THE NATIONAL APPLIANCE-RADIO-TV PICTURE 
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Only electric housewares have 
seen a lot of fair trading because 
major items are controlled in other 
ways. Violate that “suggested” 
retail price and, strangely enough, 
there will be no more co-operative 
advertising money forthcoming. 
Distributors’ men will forget to call 
on you, too 

rhe real flurry will come from 
appliance dealers who are loaded 
with a six months inventory when 
the banks start squeezing them. 


Plenty of Deals. It is a pity that 
the Supreme Court has had to kick 
over the apple cart at a time when 
the appliance industry is having 
troubles with high inventory. A 
Detroit distributor is said to have 
$1-million in inventory and is selling 
washers in lots of six at carload-lot 
prices and giving dealers 90 days 
dating 4 refrigerator retailer 
recently offered a $50 trade-in al- 
lowance, and was jumped to $100 
by the retailer of another brand, 
while a third brand faded them both 
with $125 allowance. This sort of 
thing obtains throughout the middle 
west area 


Too Many Shows. Like the self 
multiplying doll in the show “Fla- 
hooley,” things are getting out of 
hand in the appliance show business. 
Originally started by the REA, 
these little traveling carnivals 
steamed up business and won manu- 
facturer co-operation. Where REA 
puts on one, private utilities follow 
suit. There will be 40 REA shows 
in Texas this year and utilities will 
sponsor 40 more. It is becoming a 
physical impossibility for manufac 
turers to cover them all. 

If you sold 24 to 50 refrigerators 
this season, you can put yourself 
down as an average dealer. One 
manufacturer reveals that 28 percent 
of his dealers, the largest number 
in fact, averaged just this. Another 
stated that 60 percent ot his outlets 
were small operators 


Knothole Bargains. One of the 
cute promotions in the present over- 
load of television has been put on by 
Goldblatts in Chicago. It consists 
of papering a window with what 
appears to be logs full of knotholes. 
By peering through a knothole, one 
can glimpse reductions in television 
merchandise 

One thing that worries the trade 
is the way advertising is failing to 
pull [he Admiral give-away of a 
radio record player with a television 
set is reported to have created only 
fair demand 

The explanation by top men in 
the industry that this reporter has 
called on is that much of 1951 busi- 
ness was done in late 1950 and in 
January, 1951. “Forward buying” 
has sucked demand dry. 

Che depreciating dollar and in- 
come taxes are leaving the average 
family busted. Groceries, gasoline, 
rent, fuel take the first cut and there 
isn’t much left i 


More Heed to Sell. In a warning 
to dealers to expect to get ready to 
sell, Fred M. Kimball of the Kansas 
Gas & Electric Co. sights these 
situations ahead: (1) Income taxes 





will go up sometime during 1951, 
leaving less money to spend. (2) 
More excise taxes will drop demand. 
(3) Experts predict that terms may 
be changed to one-third down, 12 
months maximum. (4) Customers 
will resist appliances made with 
substitute materials. (5) Encourag- 
ing feature: We are building a 3- to 
4-million man army, not a 12-mil- 
lion one as in 1941. Taxes should 
not go over 17 percent for this as 
against 50 percent in World War II. 


Refrigerators Sell in Kansas. As 
the 1951 refrigerator season passed 
over the May 31 hump that marked 
the zenith of selling, a Kansas dis- 
tributor reported that automatic 
defrosting, the butter keeper and 
shelves in the door were the biggest 
sales features of the year in his 
territory. 

Most successful strategy in Kan- 
sas, he reported, was the idea of 
picking up noisy or non-cold boxes, 
and checking them in the repair 
shop. Meanwhile new loaners took 
over the job. 


The South 


By AMASA B. WINDHAM 


HORTAGES, the decline in 

business and overstocked inven- 
tories were the subjects uppermost 
in southern dealers minds last 
month. 

The appliance business in this 
section, which boomed on_ nicely 
through the first quarter of 1951, 
now is off last year’s pace from 20 
to 30 percent and dealers all over 
the South have been lambasting 
government credit regulations as the 
villain 

It was refreshing to talk to a 
Memphis wholesaler who had a 
different and undeniably truthful 
angle which most dealers have not 
yet admitted 

“I don’t believe the drop in appli- 
ance business is due half as much to 
credit curbs as they'd have you 
believe,” he declared. “What is 
wrong is simply poor salesmanship 
rhe minute the public stops rushing 
into the dealer's store, sales drop 
off and the industry looks around 
for something to blame it on. Credit 
regulations are a handy excuse 

“The truth is that salesmen are 
not selling as they should. Take a 
look at home freezers and electric 

(Continued on page 10) 
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JUST TAKE A GLANCE AT THIS “LIFETIME CHANCE” 
TO CASH IN ON A T-V RIOT! 


“WHERE MILLIONS OF GALS SEE A BENDIX AT WORK— 
AND MILLIONS MORE WANT TO Buy IT/ 


a | 





WE TALK ABOUT BENDIX - WE SING ABOUT BENDIX 
WE TELL OF THE GRAND THINGS THEY DO— 


WE DEMONSTRATE WASHING - WE DEMONSTRATE DRYING 
TO WOMEN WHOLL COME TO SEE YoU/ 
‘2 


e = 
° . 


iy 
WE'RE REALLY EMPHATIC-WE TALK “AUTOMATIC 
WE BRING OUT EACH POINT THATS EXCLUSIVE - 
THATS WHY OUR DEALERS ARE GETTING THEIR FEELERS \s 
ON BUCKS NOW CONSIDERED ELUSIVE / 


ay 
® 


z 
\l, 


= - 
Hsp 


((('\) ££ - aby 


WE SHOW WASHERS WITH GLAMOR, WITH TASTE, WITH DRAMMER 
ALONG WITH THE THINGS THAT WE SAY— 


YEP--“CHANCE OF A LIFETIME” IS ACTUALLY THAT- 
START PLANNING TO CASH IN- TODAY / 


It’s John Reed King in “Chance of a Lifetime’”’—the great Bendix TV show 


BENDIX Automatic WASHERS j@) “" “~ je 
_.the brand that built the industry! = = = sxe 


Bendix Workless Washer Prices Start as Low as $189.95 
(Suggested Retail Price) 


A complete line—with a great name behind it—with a wide range of 
prices—with a great advertising program—with sound merchandising 
and promotions—with consumer preference built up over 14 years. 
Thetname Bendix is synonymous with ‘‘automatic washer’’—-that’s 


why it makes such a difference when you handle Bendix! 


See "Chance of a Lifetime” over ABC-TV—Check your local paper for time and station. 
BENDIX HOME APPLIANCES — Division Avco Manufacturing Corp., South Bend, Indiana 
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No wonder so many leading 
| washing-machine manufacturers 
A PRODUCT \ : recommend Tide by name! 


OF 
PROCTER & GAMBLE 
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ECAUSE TIDE GETS CLOTHES CLEANER THAN ANY 
~ SOAP IN N EVERY TYPE OF WASHING MACHINE MADE! 


Proved by Laboratory Tests: Time after time Tide has been tested 
against all leading washing products in every type of automatic and 
conventional washer. And these tests all add up to the same result: Tide’s 
miracle action banishes soap film ... gets clothes cleaner than any soap 


of any kind! 


TIDE I$ USED IN MORE WASHERS 
THAN ANY OTHER PRODUCT MADE ! 


Proved by Sales Research: More women use Tide in both auto- 
matic and conventional washers than any other product on earth! No 
wonder Tide outsells its nearest competitor by 3 to 1! 


/,..FOR TOP PERFORMANCE IN WASHING MACHINES- 
AND FOR MORE SATISFIED CUSTOMERS...REMEMBER ! 


4’ For best results when you're demon- FZ For best results when you sell a washing 


& .. strating a washing machine, use Tide! ® machine, recommend the continual use of Tide! 


RTHER INFORMATION, WRITE TO: TIDE HOME LAUNDERING BUREAU, BOX 32, CINCINNATI, OHIO 
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Make Big profi 
with OASIS P's 


program that 
sells 9 out of 10 
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This is it: “the fastest, soundest selling program in the air drier field!” 
That’s what dealers say as they cash in on the biggest Air Drier season 
in history. Mail coupon for your copy of this sales-making program, 
“Make Money out of Air.” 


Here's the 3-point program that’s making record dealer profits— 


1. BUILDS DEMAND, with powerful national consumer advertising in maga- 
zines like Better Homes & Gardens, House Beautiful, House & Garden. 


2. DRAWS LEADS—Co-ordinated dealer program—displays, window posters, 


direct mail, newspaper ads, draw leads that lead to sales! 


3. CLINCHES SALES—The tested home demonstration plan lets the prospect 
try before he buys, in his own home or business. The OASIS Air Drier 


sells itself—to 9 out of 10 prospects! 


The OASIS Air Drier is amazing! It actually takes up to 3 gallons of water 
a day out of the humid air—ends damp basement odors, mold, mildew, rusting, 
dripping pipes, sweating walls. Ideal for homes, offices, stores, factories, 
warehouses, libraries and other buildings. No chemicals—just plug it into 


GASIS 0:5 


The world’s largest manufacturer of ELECTRIC WATER COOLERS 


any A.C, outlet. 


The Ebco Manufacturing Co. 
405 W. Town Street, Columbus 8, Ohio 


Gentlemen: Please send “Make Money out of Air’ and 
give me the facts on the money-making OASIS deal. 


Name 


Address 


- 
| 
| 
| 
| 
| 
| 
| 
| 


City Zone _- = a 
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water heaters. These items are in 
short supply and we've even got 
backlogs because the buying public 
still comes into the store and asks 
for them. When they stopped com- 
ing in for refrigerators and ranges, 
salesmen did not go out to sell them. 
There is your main reason for the 
drop in business.” 

Shortages Questioned. The head 
of a Dallas department store appli- 
ance section, which sold 5,000 refrig- 
erators last year, said: “You can't 
sell the shortage story. The 
manufacturers put out 10 percent ca- 
last year and sold 100 

This year, if they cut to 
60 percent, we will sell only 50 
so you've still got a 10 
percent surplus and no shortage.” 

It is only fair to state that several 
other Dallas dealers not 
that business will slump to cause 
a drop, and they can foresee 
matter of 


me 
pacity we 
percent 


percent, 


do agree 
such 
shortages in a two or 
three 

Whatever the reasoning of deal- 
ers along these lines, many of the 
wiser heads held to their predictions 
that the inventory glut was tempo- 
rary and dealers probably will be 
glad to have heavy stocks a little 
later on in the year. 

During the inventory glut, several 
agencies went to work to move 
appliances which have been drag- 
ging recently. Out in Arkansas, 
the Arkansas Power & Light Co. 
was putting on the biggest electric 
range promotion ever staged in that 
state. Range sales, according to 
dealers in the Little Rock area, were 
at a better pace than they had ever 
been before and were ahead of last 
year by a good margin. 

” New Orleans Public Service, Inc., 
jumped into the television slump 
with both feet, launching its most 
ambitious sales campaign with 200 
dealers taking part. The long- 
awaited coming of the co-axial cable 
was set for July and was expected 
to be a big shot in the arm for Cres- 
cent City TV dealers. In June, 
NOPSI slated another home 
freezer campaign for local dealers 
and predicted it would be as success- 


months 


also 


ful as former campaigns 


Ventilation Pushed. Down in Flor- 
ida, the Florida Power & Light Co., 
16-week drive to help 
dealers sell air-conditioning and 
ventilation According to Henry 
Keele, of FP & L, the campaign is 
expected to sell more than $700,000 
worth of cooling equipment and top 
last year’s successful promotion. 

Nashville staged its Spring Elec- 
tric Carnival and dealers in that city 

ted a upturn in. slightly 


began a 


crisp 
Chattanooga, Bir- 
ind Atlanta staged 
home shows with good results 
Those items which kept southern 
dealers in the money during the first 
ironers, dishwashers, port- 


sagging sales 


mingham also 


quarter 
able appliances, electric housewares 
—have begun to move again after 
a two-month slowdown and this 
fact improves sales prospects con- 
siderably, since an increased volume 
in such merchandise makes up 
a decline in refrigerator and range 
sales. The steadiest selling wares 
are still all types of laundry equip- 


for 


ment. 
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Television was in the bear market 
again and those dealers who were 
doing the best business did it by 
hard selling. One retailer in Atlanta, 
who is probably the South’s biggest 
television merchandiser, was getting 
the business because he had his 
salesmen knocking on doors, ring- 
ing doorbells and utilizing every 
possible advantage for good old- 
fashioned selling instead of relying 
on advertising, promotional stunts, 
cut prices and trade-ins. 

Many a merchant could 
many a lesson by watching this 
dealer at since a ob- 
server gets the impression from him 
that better selling alone is the an- 
swer to TV problems—as well as to 
almost all other appliance problems. 


The Far West 


learn 


work, close 


By CLOTILDE G. TAYLOR 


HERE is little in the radio, 
television and appliance pic- 
ture of today which was not in- 
herent in the situation apparent to 
us all last January. If you had been 
asked to predict then what would 
happen, you would have said that 
it would be at least three and prob- 
ably six months before shortages 
would begin to show up in the man- 
ufacturing field, both because fac- 
tories operate with a stockpile of 
materials for a three-month opera- 
tion on hand and because defense 
orders are not awarded overnight. 
As a matter of fact, many western 
factories now ready to handle de- 
fense work are still waiting for the 
large orders to come through. 

Public demand, you would have 
predicted in January, must slacken 
sometime after its “scare buying” 
period, causing a period of few sales 
until the slack in consumer needs is 
taken up. It seemed sound 
practice for manufacturers to pro- 
duce above capacity while materials 
were still available, and for dealers 
to stock up to meet the later short 
supplies. Probably in the long run 
it will prove to have been a good 
thing, providing, that is, that all 
elements of the industry can manage 
to hold their breaths until the time 
of pay-off arrives. 

TV Picture. The television situa- 
tion is least savory. Report comes 
from southern California that almost 
every form of price cutting that has 

(Continued on page 12) 
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Rauland ) Now Offers The First 


Rauland’s new low potential electrostatic-focus 
picture tube is not just a “defense period” substitute 
but a permanent and major advance 
in television cathode ray tube development 


FOCUSES with D.C. voltage already avail- BETTER in all ways! Not only saves mate- 
able from the receiver’s power supply. rials but also gives an actual improve- 
ment in picture quality because the 
over-all focus is better . . . and because 
it is completely stable in focus under 
REQUIRES NO re-engineering of present tele- considerable variations in voltage. 
vision chassis . .. NO added high volt- 
age focus circuit . .. NO added receiver available in substantial quantities in 17 
tubes—NO additional components ex- and 20 inch rectangular tubes. For 
cept an inexpensive potentiometer. further information, address... 


ELIMINATES focusing coils and magnets— 
saves critically scarce copper and cobalt. 


This new Rauland development is now 


THE RAULAND CORPORATION 


4245 N. KNOX AVENUE * CHICAGO 41, ILLINOIS 
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warm AIR, CORRECTLY Clee, 


€o 
THE HEATER A 


THAT’S EASIEST ON THE METER 


1S IME ONE TO bell! 
[aio 26° ——e| 


— 





ele} fer Nid: 
CONSOLE 


@ 20 to 50% less cost in fuel bills results from heating % 
with the COROAIRE CONSOLE. Ideal for 314 to 7 room 
homes, apartments, stores... all kinds of business places. 
Completely automatic —safe, simple and effective. No larger 
than a console radio and as easy to install as 
a kitchen range, the COROAIRE CONSOLE blends 


pe rfectly with home or store decoration. 


THERE’S A REASON... 
the COROAIRE CONSOLE is a heating 


marvel because of its exclusive, patented 
features —the COROAIRE VENTURI TUBE 
HEAT EXCHANGER —traps heat 5 times 
longer, has 5 times greater heating surface — 
faster air flow with minimum resistance. 


Vhe Seotch healer 


THE COROAIRE HEATER CORPORATION 


Manufactured exclusively by th Republic Steel Corp 


Dept.EM1,1422 Euclid Avenue »* Cleveland 15, Ohio 
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been devised is being practiced. 
There is no doubt that Regulation 
W has been evaded in some in- 
stances by purchases of trade-ins, 
either by the dealer or his salesman, 
the money paid for them being ac- 
cepted at once as down payment on 
the purchase of the new device. 
This is clearly against the law and 
government officials are endeavoring 
to check such practices. 


Overall Picture Better. On the 
other hand, it is probable that the 
situation is not as black as it appears 
to some panic stricken retailers 
An interesting analysis made by the 
dealer contact department of the El 
Paso, Texas, utility points out that 
at the same time that loud reports 
of a drop in sales have been heard 
from individual dealers, joint sales 
records show an actual increase in 
purchases of most major items. A 
careful study of dealer reports in- 
dicate that whereas before the 
Korean war, 10 percent of the larger 
dealers sold 85 percent of all elec- 
tric ranges and 70 percent of water 
heaters, leaving the rest to be sold 
by 90 percent of smaller firms, now 
this smaller group of larger dealers 
ells only 65 percent of the ranges 
and 45 percent of the water heaters 
In other words, ten percent of the 
firms can honestly report a fairly 
large drop in sales, but at the same 
time a very large number of dealers 
are selling slightly more than they 
did before, resulting in an overall 
increase. Reason for this is ex 
plained by the fact that the large 
dealers for the most part handle the 
big names in appliances. Supply of 
these has been short and little pro 
motion has been done by manufac 
tures or jobbers. The lesser known 
brands, on the other hand, have had 
less of a run on their merchandise, 
have had plenty to sell, and have 
gone on advertising and promoting 
Another factor involved is the fact 
that about 80 percent of present 
sales of major items are to newly 
constructed homes—hence there is 
a tendency to purchase appliances 
where furniture is bought rather 
han from major appliance outlets 
Furthermore the sales force of the 
large dealers has dropped off rather 
than increased so tl I 
hind their selling is les 
Round-up. Here 
from Western centers 
Los Angeles—A number of 

ll as legitimate promotions reported 

distributors. One 

fering a truck or se with 

the purchase of a given number of TV 
receivers, another offering the cash 
profit on the sets at time vurchase, 
to be reimbursed when, as and if sold 
More soundly the LA League sponsors 
a cooperative TV promotion featuring 
programs which the public does not 
yet fully appreciate. Major distri- 
butors are furnishing free mats to 
lealers. First two weeks of May 
vere good for major appliances, later 
leveling off. One speaker says “busi- 
w this time 

i confusion at all levels.” 
San Diego—‘Business better than we 
realize,” reports the local Bureau. 

rst three months were better than 
1950, including TV.” Despite three 
days of pouring rain, the Frozen Food 
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Fair brought out a 75,000 attendance, 
with better results for exhibitors even 
than last year, according to some 
reports. Because of freezer shortage, 
big drawing prizes this year were in 
quarters of beef, rather than a 
ances. 

San Francisco—Department stores re- 
port customers respond to promotions, 
then sales drop again. Most dealers 
expect to have to “sit it out” until 
expected revival of buying in the fall 
Electric housewares selling only fair 


@: 
ppli- 
ppil 


—other housewares carrying the elec- 
trical, according to one retialer. 
jobber says, “The dealers ar: 

all right, but their stocks are 

they are not bothering to buy from us.” 
Portland, Ore.—Continuing interest in 
prospect of coming TV, alt! 1 prob 
ably no station could be ready until 
next spring An Ad Club 


has been formed to hold 


mmmuittee 


meetings on all aspects of 

act as a clearing house 

planned when opening 

Oregon is one of six st: 

rural electrification loans 

Washington—Considerabk 

ting and advertising of premiums 

major appliance in Seattk Selling 

slow, but dealers expect inventories to 

be back to normal by June. Spokane 

reports that in spite of dealer com- 

plaints, March sales were above those 

of usual March for most appliances 

8 percent above 1950 on the average 

Radio was 34 percent up. Refriger- 
23 percent below 


Idah The power com; y is after 


ators 


use customer, channeling sales 
dealers when available, in a 
promotion running from April 16 
luly 16. 
Vontana—Montana Power 
repeat its farm appliance { 
g his year, but plans a promotion 
next year. The cam n, under 
which a dealer received a bonus for 
sale a major appliance to ; 
selected list of rural customers, 
sulted last year in sale of at least one 
major appliance to one out of every 
six farms on the approved 
Wyomu Cheyenne dealer 
a number of promoti 
involving gifts or premiums 
April Cheyenne merct 
“Clean-u Days”, 


1; 
11S¢ 


above 

Dealers giving few new ordet 

iceling back orders mut expect 
inventories to be down by June. Radio 
sales in Las Vegas in May were above 
1950. Sewing machine sales 
Phoenix, Ariz —Quotas on automatic 
laundry appliances set f May and 
June are 10 percent above estimates 
made last fall. Sales during April on 
ranges, water heaters, freezers, TV 
and bed coverings were above those of 
April, 1950. Electric ranges will be 
featured in June 
Hawaii—Honolulu is considering the 
installation of garbage disposal units 
to replace present garbage collection 
system, according to reports oth 
sides of the matter are being studied. 
Influx of army personnel has again 
increased population, stimulating sales 
to some extent. 
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The food freezer industry is at the threshold of 
a brilliant future. The potential is unbounded. It 
stands to reason, therefore, that forward-thinking 
dealers, seeking their maximum share of this ter- 
rific potential will want to build their freezer 


future on the firmest foundation. 


The Amana dealer has a particularly firm foun- 
dation. He represents a company renowned for 


its high quality standards and keen merchandising 


: 
é 
5 
f 
- 
; 
; 
H 


“know how” that turns inventory into sales... 
quickly and profitably! Here, indeed, is the com- 
plete range of sizes to meet the requirements of 
every family — here is a selection of chest AND 
upright models that enable the dealer to turn 


EVERY prospect into a purchaser! 


onesies Pema nape RO 


The famed Amana food protection plan and the 
comprehensive Amana warrantees are further evi- 
dence of the inherent quality of every Amana 
Food Freezer . . . assurance of many years of sat- 


isfied ownership. 


Yes, dealers who build their freezer future on 
Amana’s firm foundation have but one direction 


in which to travel... and that is UP! 





*““BACKED BY A 
CENTURY-OLD TRADITION OF 
FINE CRAFTSMANSHIP” 


AMANA REFRIGERATION, UNC. 
AMANA 16, IOWA 
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Get your Share of 


UNIVERSAL’S COOL-COOKING FOURSOME 


These Universal Appliances have a natural sales appeal now that hot 
summer days are with us. Show your customers how easy and pleasant 
it can be to prepare hot weather meals with these convenient electric 


appliances and you can put extra dollars in your cash register. 





you wish. Bakes, grills, 
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Cool Cooking Sales 


Cofeematic ws 
. oi 
It’s Iced-Coffee time again and no other coffeemaker SS 
can match the perfect beverage produced by 
Coffeematic. Good iced coffee needs strong coffee— 
you get it by setting Coffeematic’s Flavor-Selector to 
Strong. Good iced coffee is sparkling clear— 
Coffeematic’s special design insures coffee qe 
free from sediment. Everyone chooses 


Coffeematic— complete in one unit, 
completely automatic! 





Mixxablend 

iety i foods and 

variety in summer 
cwoling drinks. The big aera Lend 
iner is ideal for satistyin ‘ 
nae lovers. Enjoy 0 nog - a 
licious fresh fruit drinks, CO —— 

rees that can be prepare ‘ 

pee Summer menus prove _ 
and more delightful with Universal s 

helpful 2-Speed Mixablend. 


Ss amt ‘ 
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There’s a Washer 


THAT'S REALLY DIFFERENT 
EASIER TO SELL 
A GOOD PROFIT MAKER! 


rea® 


Voss 
\ 


Bros. Mfg. Co. ( 


DAVENPORT, 


lOWA 


\ 


ECONOMIC CURRENTS 


Will Controls Squeeze Profits? 


(By McGraw-Hill Dept. of Economics) 


Sin 
. , 
flex in the riod immediately ahead is 


upward, creates the prospect 
having industrial costs move up under 
i relatively tight pri id to squeeze 


profits 
WHERE ARE THE PROTESTS? 


\bout as interesting as this control 
concoction itself is the fact that there 
has been scarcely a peep out of the 
business community about the threat 
to earnings. Various explanations, 
most of them uncomplimentary, are 
offered. It is not unlikely, however, 
that the most pervasive explanation is 
a general expectation that either: 
1) the control structure will collapse 
under the weight of its own complexi- 
ties (there have been plenty of com- 
plaints about that); or 2) Congress 
will play St. George to Michael Di- 
Salle’s dragon in the process of re- 
Defense Production Act 
(which was due to expire on June 30). 

\t any rate the likelihood of a 
gradual profit squeeze must now be 
taken into account in gauging the out- 
look for business. And so, too, must 
the impact of a whole 


newing the 


range of pro- 

duction controls, 

rolled Materials Plan, 
oving out of the area of conversation 


into the area of ¢ 


which are 


‘tion where they will 
( the business 
nple, the Ni 
Production Authority expects that 
third quarter allocations to the military 
and to capital 


output of consumer durables b 


reshape the c: 


structure. For 


itional 


goods industries @ 


percent 
THE LULL WILL PASS 
In makins hif 


from civilian litary production 
there i » some unemploy- 
ment—fricti yyment, as the 
experts in tl it—and some 
idleness facili 
As we see 

will be very 

tory, 


is the def program 
w lar: ouch ¢ Ee saniel 
ww large enough to aDsor! 


available manufacturing re- 


. Wy 
rapidly gr 
ill the 
sources 
“hese comments al poly he 
hese comments also apply to the 
side of the economy. There are 
stocks of some consumer goods 
But the extra in 
rated by defense production 


selves. 


to clear the shelves 
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ths have pass 


} 
pienty 


but in some cases 
Witness (perhaps 
put 8,000 television 
at auction in N | 


would 


inventories 
*hants in anguish 
contrary, inutacturers 


"OY 
ines 


heavy orders 


] 


-ople wear, hence, there 


prospect of high level of 


production in what has been one of the 

droopy areas in recent months 

Meanwhile, defense production 
With the resumption 


rising rapidly. 
1 level of activity in the so 


of a high 
called soft goods lines, industrial pr 

duction is likely to hit 230 by fall, as 
compared to 222 in April—and 199 in 
June, 1950, the last pre-Korea month 


PRESSURES UNDER PRICES BUILD UP 


Although the wholesale price index 
has levelled out for the last 12 weeks, 
inflationary pressures also continue to 
grow. Between now and the end of 
the year the federal government is 
scheduled to add about $20 billion to 
its annual rate of defense expenditures. 

The Wage Stabilization Board is 
said to be set to approve about 1,100 
wage agreements calling for increases 
of more than 10 percent, or more than 
With the fifth 
round of wage increases still nowhere 


P 
already 


the present ceiling. 
sixth is 
And the 


in salary and wage 


near complete, the 
being launched. addition of 
a 


about $25 billion 


which we envisa 
ms quite secure 
] t course ! 
<penditures 
dy met 


APPLIAN 


Re. PAIRING 


Morley furltex 


“IT’S ALL FULL OF TOASTED 
MARSHMALLOWS” 
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More for the customers money with 


y 


‘Burning C 
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irculators 


Burns Cheap, 
Low Grade Oil- 





Preway 
equipment, a powerful blower 2 
ment o- corvies Fee on to distant — 
oreas. It greatly increases heating 
efficiency. y 


powerhouse space heaters 
that give you dominant value 


In appliance merchandising the two greatest factors in closing the sale 
are performance and price ...in a phrase, giving the customer more for 
his money. This golden rule of successful retailing explains why Preway 
is again selling out this season ... for dealers who have carried this line 
in the past have, by their early orders, made sure of retaining their 


competitive advantage in the 
months ahead. 

Study the Preway features 
highlighted here — each one an 
engineering first that beats the 
best that others offer — and you'll 
know why Preway is the hardest- 
hitting, fastest-growing line of oil- 
burning circulators. Information 
is yours for the asking ... and the 
Preway heaters for the market of 
1951 will carry you out in front 
by an ever greater margin. 





More for | 
the money 
- here, too— 











was Try these tested 
and proved selling hints today — 


———w> 


Display a ‘’Victrola’’ 45 record changer 
attachment plugged into RCA Victor tele- 
vision and radio sets. It makes a “bargain” 
offer! 


Let your serviceman take 
along and sell an RCA Victor 
portable when making repairs 
in customers’ homes. 


= The Highland 
(77112) 


Add a “’P.S.” to all your cus- 
tomer correspondence asking, 
Incidentally, have you seen 
the new RCA Victor portable 
radios?” 


Feature prominently in traffic spots 
the programs for the week with this 
lettering DON’T MISS THESE TELE- 
VISION SHOWS!” 


During this big portable season ask 
every customer to pick up the 
“Victrola’’ 45 Personal phono- 
The Regency graph by its convenient carry- 
(71123) ing handle. Display it open and 
closed. 


ONLY RCA VICTOR HAS 
THE “GOLDEN THROAT” 


ONLY RCA VICTOR MAKES THE “VICTROLA” “Victrola’’—T.M. Reg. U.S. Pat. Off. 


RCA VICTOR—World Leader in Radio 
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Bigger Profits inJune! 


Show the graduation and wedding gift 
buyer the RCA Victor “‘personal’’ radio. 
It's a “cinch” to sell every time! 


In June, the “new-family” month, show 
the newlyweds the 45W10, featuring 
AM-FM radio and a 45 rpm phono- 
graph. They'll want to start out with 
the modern way to play records. 


Leave ‘LIFE’ magazine 
atop the Fairfield. Open it 
to the ad featuring this 
best-selling RCA Victor tele- 
vision console. 


The New 
Fairfield 
(77122) 


When customers balk at 
the price of a console, show 
them the table radio 9X571 
before they get away. It 
features a big ‘‘console- 
size’ 8-inch speaker. 


Cash in on special telecasts—use the 
Newport in RCA Victor home demonstra- 
tions. It’s an easy-to-manage, top-per- 
forming instrument that really sells TV. 


Go after your former small-screen 
customers to sell them the big 19- 
inch RCA Victor console—the 
Hillsdale! 


Display a small-screen trade-in set 
alongside the 19-inch RCA Victor 
York—big-screen television's top 
table model value. 


The Hillsdale (91126) 


sects RF . Keep a “Victrola” 45 table phono- 
corres) graph playing softly by the cash reg- 
“ ister to get plenty of demonstrations 
... plenty of sales... plenty of repeat 

business with records. 


45EY2 





— 


ROA LICTOR @& 


4SION OF RADIO CORPORATION CF AMERICA 


. .. First in Recorded Music. . . First in Television 
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... When you sell 

this new, low-priced 
FEDDERS Room 

Air Conditioner! 





HAT do you mean, dog-day slump? Not with Fedders sensa- 

tional new 43 ton window model that slashes the cost of home 
air conditioning! Last year, dealers chalked up a doggy 300% spurt in 
Fedders sales—while all other units combined rose only 100%. And 
here’s why Fedders will move even faster this summer: 


1. Brand-new line, spearheaded by the low-cost full ¥% ton capacity 
unit! Also full % and % ton capacity window models, and 1 and 1% 
ton console models. 

2. Rich mass market that keeps on growing! In New York City, 70% 
of Fedders sales were to people in the lowest three income groups! Defense 
plants, hospitals, laboratories . . . plus professional and business offices 
and homes! 

3. Biggest, most powerful doggone ad campaign in industry his- 
tory! Magazines... radio...TV... direct mail. 

4. Two sales plans —- completely worked out for you — to help pull 
prospects into your store. Hot dog! 


PAGE 20 
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A GREAT NAME IN COMFORT 


<heteteees — 
eee, 
eT 


For complete information on how to make extra profit selling the 1951 
line of Fedders Room Air Conditioners—and the new Dehumidifier— 
write today! Fedders-Quigan Corp., Dept. EM-6, Buffalo 7, N. Y. 





Ss 


New Fedders profit-maker ! 


ELECTRIC DEHUMIDIFIER 


The newest, best-looking, hardest-working 
unit on the market—and what a market it is! 
It’s being backed up with the pile-driving 
kind of advertising and sales promotion sup- 
port you have come to expect from Fedders. 
Get the facts. Write today! 
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MISSOURI 
Report No. 7814 


ECONOMY 
RUN 


“| haul my heavy loads 
for only 2% a mile!” 


—says CLARENCE R. GILBERT, 
Appliance Dealer, Edina, Mo. 


“Despite all the stops we make, the 
gas mileage is surprisingly good!” says Gilbert. 


Applianceman Gilbert was one 
of 5,000 owners who helped roll 
up 50 million miles in the Ford 
Truck Economy Run. He entered 
his 1950 F-1 Pickup in the nation- 
wide demonstration of Ford Econ- 
omy. He reports: ‘““My pickup 
traveled 8,361 miles, pulling heavy 
loads and made 2,002 stops. Total 
expense for gas, oil, maintenance 
and repairs amounted to $209.00 


that’s a running cost of only 
2% cents per mile!” 

Like others who rely on Ford 
Trucks for low running costs, 
Clarence Gilbert is sold on the 
periodic, money-saving truck 
service he received from his local 
Ford Dealer. For more facts on the 
trucks that last longer and save 
you money every mile you travel 

mail the coupon below today. 


New F-1 5-Star Extra Panel 


for ’51, at slight additional cost, 
FORD TRUCKI MG is the only insulated factory-built 


COSTS LESS 


panel in the low-price field! Foam 
rubber driver’s seat padding and 
many other features. Choice of 
V-8 or Six engine. 


because FORD TRUCKS LAST LONGER! 


Using lotest registration dota on 7,318,000 trucks, life insurance experts prove Ford Trucks last longer! 


1951 





POWER PILOT 
helps 
APPLIANCE DEALERS 


hold down hauling costs 


The Ford Truck POWER PILOT is a 
simpler, fully-proven way of getting 
the most power from the least gas. 


e@ It automatically 

meters and fires the 

right amount of 

gas, at precisely 

the right instant, 
to match constantly changing speed, 
load and power requirements. 

Unlike conventional systems, the 
Power Pilot uses one control instead 
of two, yet is designed to synchro- 
nize firing twice as accurately. 

You can use regular gas . . . you 
get no-knock performance. Only 
Ford in the low-price field gives you 
Power Pilot Economy. 


MAIL THIS 





COUPON TODAY! 
FORD Division of FORD MOTOR COMPANY 
3275 Schaefer Rd., Dearborn, Mich. 


Send me without charge or obligation, de- 
tail specifications on Ford Trucks for 1951. 


Heavy Duty Models 
Extra Heavy Duty Models 


Full Line 


Light Models 
Name 
(Please print plainly) 


Address 


City 











GIVES YOU 


SAFETY 


+ APPEARANCE 
+ SATISFACTION 
PROFITS 


This all-rubber portable extension 
cord is an example of the plus values 
built into Belden electrical cords. 
They are manufactured to standards 
that far surpass the minimum require- 
ments set up by Underwriters’ Labo- 
ratories. They give you a plus in 
protection against fire or personal 
injury, a plus in appearance, and a 
plus in sales and profits. Ask your 
Belden Jobber. 


Belden Manufacturing Company 
4663 W. Van Buren Street 
Chicago 44, Illinois 


belden 


Economic Currents 
ewes CONTINUED FROM PAGE 16 


ment in industries where the metal 
required to sustain full production will 
be diverted to defense operations. 
Another will be a decline in the num- 
ber of people getting rich at home 
building. The monetary authorities 
are trying hard to contract credit tor 
business or consumer spending 

In generai, however, it is clear that 
in one way and another, proportion 
ately more money will be poured into 
the economy than there will be goods 
to match it The House Ways and 
Means Committee has made it cleat 
that it is not disposed to increase taxes 
enough to wipe out entirely the result 
ing “inflationary gap.” This can only 

pressure for price infla- 

Perhaps the pressure won’t express 
itself immediately in the months ahead 
The network of controls now being 
put in place may contain the pressure 
for a time. Or, perhaps more likely, 
it will express itself in considerable 
part in the indirect sort of price cutting 
that is done by reducing quality, or by 
detours into black markets. 

Also as suggested at the outset, 
is possible that before long there will 
be real headway in reducing the infla- 
tionary pressure by a profit squeeze 
Price control regulations applied to the 
larger corporations are much more 
readily enforceable than are most other 
price regulations In addition, the 
enforcement of them offers a relatively 
pleasant and profitable exercise for 
politicians warming up for the 1952 


handicap 
SET FOR ANOTHER UPWARD SWING 


If a substantial profits squeeze does 
eventuate, it can affect the business 
outlook drastically. But any such 
eventuality is some distance down the 
road. In the meantime, the business 
outlook for the months ahead remains 
about as it was a month ago—we’'re 
pretty well set for another upward 
swing both in production and _infla- 
tionary pressure. That is, of course, 
unless some one starts an all-out war 
Besides being pleasant on its own 
account, the passage of each fine spring 
day (of fighting weather) adds its 
cheering mite to our continuing con- 
viction that we will escape all-out war 

End 





“MOTHERRR! DO YOU REMEMBER WHERE 
PUT MY LIFE SIZE DOLLY?” 
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Vos Frigidaire has built and sold over 14 million 


refrigerating units. Proof of Frigidaire’s leadership. Proof 


of the tremendous customer demand for Frigidaire 
products. Proof that the Frigidaire franchise is the most 


valuable in the industry! 


—-_— | FRIGIDAIRE... America’s No. 1 Line of 


Refrigeration and Air Conditioning Products — 
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HEAT 


LAST LONGER! 








Anyone buying a water heater today is looking for one 
important thing: LONG, SERVICE-FREE LIFE, Corrosion-pro- 
tected tanks make a sales story with a punch. And Dow 
Magnesium Rods are as timely as tomorrow’s headlines: 
longer heater life . . . cleaner, clearer water . . . and all 
this at a price within every customer’s reach. 

Dow Magnesium Rods offer you this added emphasis: 
Dow is the pioneer producer of magnesium, a fact well 
advertised to your customers. The original development 
and research on magnesium rods for water heaters came 


from Dow. A Dow Magnesium Rod is the best your customer 


THE DOW CHEMICAL COMPANY 
Magnesium Department « Midland, Michigan 





New York « Boston « Philadelphia + Washing * Atlanta « Cleveland 
Detroit + Chicago « St. Lovis « Houston + San Francisco + Los Angeles + Seattle 
Dow Chemical of Canada, Limited, Toronto, Canada 


with 


: 
| 
| 


<< 








_MAGNESIU 
RODS 


+ 





a sales story made for 
today’s market 


can buy . . . manufactured to carefully controlled specifica- 
tions that assure maximum life and efficiency. When you 
sell a heater equipped with a Dow Magnesium Rod, you’re 
selling the best . . . and your customers know it! 

It’s a sales story tailored to today’s market—a merchan- 
dise mover that will make bigger sales, more profits. Get 
the facts. Ask your manufacturer about Dow Magnesium 


Rods—or write to Dow. 
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THE QUALITY OF REA TUBES IS UNQUESTIONED 


4.500,00 


amen 
aah 


os 


w 


— — 1952 


— 
an om 
— 

—— 


Best Sellers! 


CUMUMY... Ul 


It is a well-established fact that more RCA kinescopes 
are now in active service than any other brand... 
over 414 million since the advent of commercial tele- 


° ° vision, when RCA pioneered the first large-scale 
RCA kinescopes incorporate povoninn af Miumengia 
Significantly, many RCA kinescopes installed four and five 
* years ago are still giving good performance today, providing con- 
the experience of the tinuous reliable service year after year. Yes, RCA picture tubes 
of all types have consistently given outstanding performance. 


RCA’s kinescope quality means substantial savings to dealers 

oldest mass-producer of and servicemen, in fewer call-backs and “out-of-pocket” replace- 
ee ments. In the long run, it amounts simply to this . . . stocking 

RCA picture tubes is good business . . . as any long-term user 


picture tubes in the industry of RCA kinescopes will tell you. 
Your local RCA Tube Distributor carries a complete line of 
RCA picture tubes. See him the next time you buy kinescopes 
for replacement. 





Keep informed ... keep in touch with your RCA Tube Distributor 
RCal RADIO CORPORATION of AMERICA 


SLECTRONW TUBES HARRISON, H.d. 
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how to make sales 


Fil 
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the huge market of 


3% million homemakers... 


feature 
the products 
in 


If you want to see sales 

shoot up, cut yourself a slice 
of a big appliance market 
right in your area: the women 
who shop at the A&P. To 
make sure these women put 
their bread into your toasters, 
feature the appliances they 
see in their favorite magazine: 
Woman’s Day. These women 
can get Woman’s Day only 

at the A&P. . . and as they 

go out to get it, they often 
pass by your store and 
window-shop. Why let them 
pass by? Pull them in by 
making your window strong 
reminders of the toasters 
(and all your other 
appliances) they’ve seen in 


Woman’s Day! 


» Womans Day 


on sale at all A&P stores 
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A sweet sale 
to rest your 
reputation on... 





_— ed 
eo 


ELECTRIC MOTOR S 


Your reputation largely depends on keeping your Here's & new generat Pumaes Salar Sts 
. ' typical of the wide Hoover line. It's a NEMA "'C”’ face- 

customers happy with what you sell them. So when- integral HP motor. ‘It's designed for such applications 
“ 3 as circulating water pumps, sewage pumps, machine 

ever you sell or install a motor for a ventilator, fur- tools where vertical operation is required, and any 
other general-purpose application suitable to face- 

nace or pump—for a home workshop or any other mcmated weitere. @ t-dibapeeel end hes © tetally 


ee ae ee 7 ' enclosed, dustproof, external switch housing. It also 
use make it a Hoover Motor! comes in a vertical model with a canopy. 

Other capacitor-start, general-purpose motors from 
V4 through 3 HP. Polyphase motors from % through 
Th ‘ . P 5 HP. Besides these general-purpose motors, there 
more. cy give your customers long, quiet, de- are many Hoover Motors designed especially for 

. i f d bi . Write f tails. 
pendable service. And whatever your customers’ cae lat eit! eer amietaceneicaaa taal 
: THE HOOVER COMPANY 
needs, there’s almost sure to be a Hoover Motor 


Kingston-Conley Division 
. eae . ! 68 Brook Avenue 
to suit them to rest your reputation on: North Plainfield, New Jersey 


Hoover Motors are built like motors costing far 


PAGE 28 JULY, 1951—ELECTRICAL MERCHANDISING 





HERE’S SOMETHING TO THINK ABOUT 


Every woman is proud to have a brand new “big 
ticket” item in her home — and anxious to show it off. 
When that new item is a WHIRLPOOL, her pride and 
her “show off” spirit are at top pitc 
portant, they extend far beyond the “new and novel” 
period. Every WHIRLPOOL product 


h — and, more im- 


gives years of ser- 


vice that keeps user enthusiasm growing as time passes. 


Your reputation as a dealer gets a boost every time Mrs. 
Housewife tells another friend about her WHIRLPOOL. 


Long life and care-free performance, plus popularity- 
winning features galore, have made WHIRLPOOL 


and WHIRLPOOL 
tion for fast, top-4 
conversion of many 
on. For the time 
and ironers are scarce. 


producti 
dryers, 

But your WHIRLPOOL franchise is still one of 
most important assets. The very facts that make WHIRL- 
POOL products scarce NOW make WH 
best bet for a most profitable home laundry department 


in the future. 


climb to a cop-preference position almost over night — 
dealers reaped the re 
uality production is 
WHIRLPOOL facil 
being, WHIRL 


Whinkpoot The Line That Stays Sold! 


io 


AUTOMATIC WASHERS 


Only Whirlpool has 
Suds-Miser and the 
Seven Rinses, ultra-violet 
lamp, agiflow washing 
action, and many other 
“most-wanted” features. 


z= - 
aa Jf AUTOMATIC DRY ERS 
a Gs in j 


pads | Both gas and electric 
i 


models incorporate 
ey 


many exclusive features 
...gas model has FLIKIT, 
the amazing self-lighter. 


EL 
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WRINGER WASHERS 


Two beautifully de- 
signed models offer \ 
many outstanding fea- 
tures which result in 
greater value dollar for 
dollar. 


WHIRLP 


For Over 50 Years Manufacturers of the World's Finest Home Laundry Equipment 


JRONERS 
The Whirlpool ironer 
has full size 26” x 6” 
roll plus dual heating 
elements with dual con- 
trols for faster, more 
economical ironing. 


ool CORPORATION 


ST. JOSEPH, MICHIGAN, U. S. A. 


IN CANADA: John Inglis, Ltd., Toronto, Ontario 


POOL washers, 


IRLPOOL your 
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a qrand salaam| 


to the makers of the 


J AME S automatic dishwasher 


—for their contribution to the mechanical dishwasher field, in pro- 
ducing the James Automatic Dishwasher. The James is another 
outstanding machine which has made a place for itself in this ever- 
growing market. 

We are proud to have worked with the James Manufacturing Com- 
pany—and with other makers of mechanical dishwashers—in per- 
fecting a washing compound that successfully combats washing 
film, and that is exclusively for use in mechanical dishwashers. 


that washing compound ts 


J calgonite! 


ae om 
rn! 
A SAMPLE OF CALGONITE GOES ALONG WITH EVERY JAMES 
DISHWASHER SOLD! — Knowing that first impressions count with 
customers, the makers of the James Dishwasher naturally want their 
machine to do its best right from the start. Calgonite—a full-strength 
compound—eliminates washing film, leaves dishes sparkling clean, san- 
itary! Grease disappears like magic! 

Calgonite leaves the machine clean, too, ready for the next load without 
any special cleaning. That appeals to customers. It makes them want more 
Calgonite, once they've tried it. 


You can get your share of this big pre-sold business 


by stocking calgonite ! 


Customers naturally go to the place where they can get a product that 
really does a good job. There’s a Calgonite market all set for you to supply. 


Stock Calgonite + Display Calgonite 
... then watch it go! 





CALGON, INC. 


HAGAN BUILDING © PITTSBURGH 30, PA. 


Write for information about Calgonite. Calgonite, you 
know, contains world-famous Calgon" —the water condi- 
tioner that eliminates scum and soap film in wash water. 
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WO OTHER REFRIGERATOR HAS (T/ 





The Genuine Deeptreeze Freezer Compartment! 


Sure, there are lots of good refrigerators on 
the market. But you can tell your customers 
that only one—the new Deepfreeze Refriger- 
ator—offers the genuine Deepfreeze Freezer 
Compartment that stores more than 50 lbs. of 
frozen food and actually keeps ice cream hard! 

Separate freezer shelf inside the freezer 


Top Value 
Throughout! 





» 


Flexible arrange- 


@ Aluminum Shelves! 
Easy to clean. 
ments provide maximum storage 
for all items, including gallon milk 
bottles, turkeys, large hams. There 
is a space and place for everything! 


@ Two High-Humidity Crispers! 


Transparent—contents visible 
from above as well as from front. 
Keep more than a half-bushel of 
fruits and vegetables fresh and 


crisp. Slide in and out with a touch! 


@ Five-Year Protection Plan! 
One-year warranty on the refriger 
ator—plusan additional four years’ 
protection on the hermetically 
sealed, dependable mechanism. 


Write us orcontact your Deepfreeze 
distributor for full information on 
the valuable Deepfreeze franchise! 


There’s Only One Genuine Deenptr 


REFRIGERATORS © 


HOME FREEZERS ° 
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compartment holds ice cube trays and dessert 
tray. Below the freezér compartment is the 
insulated, full-width Frozen Storage Drawer 
that stores packaged frozen foods, meats, 
and quick-chills salads. 

Your customers want to know about these 
Deepfreeze advantages, together with the 


Complete line of models, 7 to 11 cu. ft. 


Division, Motor Products Corporation ° 


1951 


EF 


TRADE-MARK REG. U. S. PAT. OFF. 


ELECTRIC RANGES « 


All Products of Deepfreeze, North Chicago, Illinois 
1951, Deepfreeze Appliance 


ones below. Pointing them out will lead to 
more sales and profits for you. 

The trade-name Deepfreezealoneis a potent 
selling “plus.” It is famous the world over 
as the name of the leader in low tempera- 
ture appliances... the pioneer name in home 
freezers...the name that built an industry! 


“The Door that 
Stores More” 





< 


@ EGGSTOR 
Keeps eggs at your fingertips, yet 
protects them from breakage. 


@ BUTTER BOX 

Keeps butter ready to spread. 
Eliminates trying to spread hard 
butter. 


@® HANDY JUGS 

Exclusive with Deepfreeze! Hold 
juices or water ready for instant 
use. No more fumbling with jars 
and makeshift covers. 


@ HANDY BIN 

Exclusive with Deepfreeze! Trans- 
parent! For storing small greens, 
truits and vegetables that might 
get crushed in large crispers. Easily 
removed—just slip it out! 


@ BOTTLESTOR 
Easy-to-reach storage of tall quart 
beverage and milk bottles. 


4 7, F- Refrigerator 


ELECTRIC WATER HEATERS 


Specifications subject to change without notice 
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Dealers profit by 
Commercial Credit’s 
fast credit approval 


Benes CREpDIT, through its more than 
300 offices in the United States and Canada, 
quickly and efficiently checks buyers’ credit 
standings and relays the information back to 
dealers 

profits . . 


speeds deliveries, payments and 
. eliminates lost sales due to delays. 
But that’s only part of the picture. COMMERCIAL 
CREDIT offers dealers a complete financing pack- 
age ... from a wholesale plan that enables them 
to keep floor stocks at most profitable levels . . . 
down to the last detail of property insurance, 
credit investigation, collection, adjustment and 
prospect follow-up. Buyers, too, prefer COMMER- 
CIAL CREDIT financing, because of its broad cus- 
tomer protection and benefits . . . and their good 
will pays off in repeat sales and profits. 
Find out now how COMMERCIAL CREDIT’s 
attractive financing plan can help you move 
more appliances from floor to customer. Write, 
wire or phone your nearest COMMERCIAL CREDIT 
office. Our local representative will be glad to call 
at your convenience and give you full details. 


> ‘ 
— ver 
4 “<pa re 


Commercial Credit Offers More Advantages to Dealers and Customers— Because of 
the broad protection and benefits offered both buyer and seller, more 
dealers finance more home appliances through CoMMERCIAL CREDIT than 
under any other national financing plan. Customers return to buy again 
because they like features such as Property Insurance Protection in event 
of damage to, or loss of, the merchandise ...and Life Insurance Protection, 
which cancels the unpaid balance in event of purchaser's death. 


EIGHT WAYS BETTER! 


¢ rie . Wholesale Financing 
4 


fe 


t- oa . Fast Credit Approval 


. Life Insurance Protection 

. Property Insurance Protection 
. Automatic Sales Follow-up 

. Tested Collection Service 

. Builds Customer Good Will 

. Nationwide Facilities 


COMMERCIAL CREDIT 
CORPORATION 


A subsidiary of Commercial Credit Company, Baltimore... 
Capital and Surplus over $100,000,000...more than 300 
offices in principal cities of the United States and Canada. 
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Proved 


Performers 


FRACTIONAL HORSEPOWER 
MOTORS 


Increased value for your product and 
customer good will are plus values that 
follow naturally when you specify Packard 
fractional horsepower motors. For Pack- 
ard’s outstanding performance record is 
known and respected everywhere. 


Thirty-five years’ experience, concentrat- 
ing on the manufacture of fractional 
horsepower motors alone, has built an 
exceptional reputation for Packard. And 
today—with newly expanded facilities for 
both engineering and manufacturing 

Packard continues to concentrate on 


this one important field. 


All the skill and know-how that Packard 
has accumulated, all the facilities at our 
command, and all the prestige Packard 
Electric Motors can lend to your product 
are yours when you specify Packard. 
Packard fractional horsepower motors are 
proved performers, approved in advance 


by your customers. 


MOTORS 


GM 


Packard Electric Division, General Motors Corporation 
Warren, Ohio . 


DEPENDABLE APPLIANCE MOTORS FOR THIRTY-FIVE YEARS 
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The Collachia brothers’ Auburn Appliance Shop, 7251 S. Halsted St., Chicago. 


They prove that 
service men can be 
crack salesmen! 


The Collachia brothers got started 
repairing appliances in their garage. 
Today they do an important volume in 
appliances because they don’t believe 
in white collar salesmanship. 


+e rou can either be a shopkeeper or a mer- 

\ chant That's what Johnny and Tony 
Collachia have to say about the retail appli- 
Auburn 


7251 S. Halsted St., Chicago, 


ance business. As co-owners of the 
\ppliance Shop 
they use the serviceman’s approach to sales- 
They don’t like to boast about their 


immual volume, but those in the know will tell 


manship 


you that it is impressive 

How they operate their growing appliance 
business within a block of five competing stores 
is a success story that makes profitable reading 
for any progressive appliance dealer. 

Johnny Collachia tells the story. “It was back 
in 1933 when Tony and [ went into business 
together. Ile had been working for an appliance 
dealer, but he was laid off because business was 


slow. L had just finished school. So the Jwo of us 
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set up a little repair business in a garage not far 
from here, at 73rd and Wolcott Streets. 

“It went along pretty well, so in 1939, we 
decided to try our hand at selling appliances. 
We moved into a little shop at 79th and Union, 
and took our first appliances on consignment. 
Just as we were getting started, the war changed 
our plans. Tony went into the army first, and | 
followed him a couple of years later. But before 
I left, | bought the building we're in now, and 
stored all of our merchandise and service equip- 
ment in the basement. When we came back in 
1945, we were all set to start up in our new 


location.” 
They know their market 


Lifelong residents of their south Chicago neigh- 


borhood, the brothers had no difficulty in find- 
(ADVERTISEMENT) 
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Johnny and Tony Collachia 


ing service work to keep them busy in the early 
days following the war. Then the appliance pic- 
ture changed. Increased production put new 
emphasis on sales. 

But unlike many dealers, Johnny and Tony 
pushed their service business more than ever. 
The reason? They know that to the people they 
serve, an appliance is a major investment. Assur- 
ance of continued good service is the prime 
consideration in their purchase. 

Around these facts, the Collachia brothers 
built their own set of rules on how to sell appli- 
ances. When you walk into the Auburn 
Appliance Shop, you are met by a man who is 
dressed like 


Johnny do all of the selling in the store, but 


and is—a mechanic. Tony and 
when they're not selling, they're busy in the 
service shop or helping out on an installation job. 

“Our customers wouldn't know me in a white 
collar,” said Johnny. “I don’t use any fancy 
sales talk. [| just tell them what our appliances 
will do and what they won't do. They know 
that Pll stand behind what I say. Some folks 
might think we don’t know much about selling, 
but our simple methods bring the customers 


back time after time, and that’s what counts.” 


Put customers at ease 


The Collachias operate on the theory that a 
customer feels uncomfortable in a business office. 


So when they close a sale, or-make credit 
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arrangements, the top of a stove or a washing 
machine serves as a desk, and the atmosphere 
remains informal. 

Some 50 per cent of their business is on credit. 
“Most of our customers are hard-working, 
laboring people,”’ Johnny said. “Very few are 
inclined to take on debts they can’t handle. 
When we think it’s necessary, we explain to a 
customer in a friendly way that a credit pur- 
chase from us is an arrangement of mutual 
trust. He expects us to back up our product, 
and we trust him to make his payments. So far, 
we have never had to repossess a single item.” 

The used appliance business has proved profit- 
able at this store. To accommodate customers 
for used merchandise, they maintain a special 
display room in the basement of the store. 


TV takes a back seat 


In the main display room on the street floor, 
you notice that white lines take precedence over 
television. Johnny explains, ““We specialize in 
white lines because the big TV surge has nar- 
rowed down the number of dealers who will put 
in the time and effort to do a good job in white 
lines. 

“Because of television, some dealers are let- 
ting the white lines slide. We figure that when 
television cools down to normal, we'll be in a 
good position as an established white lines dealer. 

“Of course, we have plenty of competition. 
There are five other appliance dealers located 
within a block of our store. But good clean 
competition keeps all of us on our toes, and 
results in a better dollar’s worth for the cus- 
tomer 

“We give our service the credit for our success 
in meeting the competition. We bend over back- 
ward to keep our customers satisfied. We have 
only two service men besides Tony and me, 
and two trucks, but we usually manage to get 
out to a customer's home within two hours 
after she calls in. If a new appliance goes on the 
blink, we replace it without delay.” 

These are some of the reasons why people 
who move out of the neighborhood come back 


to do business with the Collachia brothers. 


How they get prospects 


They are pleased that the greatest percentage 
of their business today is repeat business. But 
their increasing volume shows that they know 
how to bring in new prospects. 

For example, they operate a very successful 
washing machine rental service. The rental cus- 
tomers are good prospects for used machines 
which have been taken in on trade and recondi- 
tioned for sale. 

Lacking the time to devote to outside selling, 
Johnny and Tony depend on their advertising 
to do the job. They divide their advertising 
budget among direct mail, the neighborhood 
newspaper, the telephone book, and Selective 
Area campaigns in the neighborhood sections of 
the Chicago Tribune. 
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“Business offices make customers nervous,” says Johnny. Here he arranges credit terms using a washing machine as a desk. 


Under the Tribune’s Selective Area plan, they 
get big-space advertising with circulation zoned 
for their own trading area. The cost is low 
because it is divided among the manufacturer 
and distributor of the advertised line and other 
co-operating dealers who are located far enough 
apart to avoid trading area conflicts. 

“When we can trace ten washing machine 
sales to an advertising campaign which cost us 
only $50, we figure we've hit on something,” 
said Johnny. “That's what happened recently 
when we participated in a Selective Area cam- 
paign on the Easy washing machine. Those ten 
sales were directly traceable to the ads. More 
than likely, there were other sales that we 
couldn't trace. 

“If an ad brings the customer into the store, 
it’s successful. From that point, the sale is in 
our hands. To give our ads a better opportunity 
to produce, we paste up reprints in the windows 
and display the advertised item in a prominent 


place. 


Happy with results 


“We've had people come in and ask for an appli- 
ance that they saw advertised in one of our 
Selective Area ads six months before. The size 
of the ads is probably responsible for this kind 
of response. People remember us better because 
our ads are big. 


“We have found out that you can’t count on 


a customer to mention the ad that brought him 
in. I seldom do it myself when I’m shopping. 
So the real test of advertising is in the sales 
record. We're plenty happy with ours.” 


* * * 


VANUFACTURERS: You get the best results 


from your advertising when it makes your dealers 


enthusiastic about your line. 

Under the Selective Area plan, your line gets 
special altlention from the dealer because he can 
see the results of your advertising on his own sales 
floor. This is the kind of advertising the retailer 
understands and appreciates. He gets retail-store- 
type copy over his own name in Chicago's No. 1 
hardlines medium, reaching the prospects best able 
lo trade with him. And yet the entire program is 
factory-supervised and agency-placed. 

Dealers, distributors and manufacturers have 
made plain their satisfaction with the plan by 
investing in tt more than $1,500,000 in the appli- 
ance field alone. Already more than half of the 
appliance dealers in Chicago and suburbs have 
made il a part of their promotion programs. 

With the Selective Area plan you get the closely 
co-ordinated selling program you need in today’s 
market. It can help you build the consumer fran- 
chise you want in Chicago’s multi-billion dollar 
market. 

Ask your Chicago Tribune representative for 


complete information. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Chicago Tribune Representatives: 


Chicago New York Detroit 
A. W. Dreier E. P. Struhsacker, W. E. Bates, 
1333 Tribune Tower 220 E. 42nd St 


Penobscot Bidg. 


San Francisco 
Fitzpatrick & Chamberlin 
155 Montgomery St 


Los Angeles 
Fitzpatrick & Chamberlin, 
1127 Wilshire Blvd. 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


(ADVERTISEMENT) 
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Get Your Share Of Increased Camfield Sales! 


CAMFIELD 


ONLY 
AUTOMATIC 
TOASTER 
With Complete Controls 
At Both Ends! 


ANOTHER SURE-FIRE SELLER! 
CAMFIELD 


@ Camfield leads the field with a record-breaking sales increase World’s Finest Automatic Coffee Maker 


for the first six months of 1951. Dealers all over the country are 
boosting sales and profits with popular Camfield Automatic 
Toasters and Coffee Makers—the finest, most convenient auto- 
matic table appliances ever made! 


@ In less than a year 
this new Camfield 
appliance has be- 
come a famous 
national seller! 


..-And All-Out Advertising Is Building Even Greater Demand! 


@ Get set for still bigger Camfield 
sales during the second half of 1951! 
Because Camfield plans to more than 
double its record-breaking advertis- 


ing drive in Life, Saturday Evening 
Post, Better Homes & Gardens and 
other national magazines during 
these last six months of the year! 


Get Your Share Of These Extra Profits! 


@ DISPLAY Camfield, the only 
automatic toaster with complete con- 
trols at both ends, and you're sure to 
make extra profits. Complete “Big 3” 
display kit is included with every 
order of three toasters—contains sel f- 


demonstrating toaster display, win- 
dow streamer and direct mail pieces. 
Order your Camfield Toasters from 
your distributor today. Write us if you 
don’t know his name. We'll have him 
get in touch with you immediately. 


@® Brews perfect 
coffee every time. 
Signals and stops 
perking when coffee 
reaches desired 
strength, keeps it 
hot indefinitely. 


CAMFIELD 


Camfield Manufacturing Co. - Grand Haven, Michigan 


FAMOUS FOR BLUE RIBBON APPLIANCES 


PAGE 36 JULY, I1951—ELECTRICAL MERCHANDISING 








Unmatched product excellence . . . intelligent, aggressive 
merchandising . . . consistent, hard-selling national advertising campaigns . . . that’s the 
prize-winning sales team that makes PrEsTo the “‘buy”’ word in housewares! 

“PrEsTo”’ Products have consumer acceptance ...more than 18 million homemakers 
now own PrEsTo Products. Millions more will be sold! Be sure of your share 
of these sales and profits, feature the leader, Presto, the line 
that leads the field! 


‘ 


prationar at 3 a PRESTO COOKERS... 
4 Outsell all other brands of 
pressure cookers combined! 


1S oh ten OFF 








Good Housekeeping 
<a 


, wy 
45 aoveansid 





>i “ | 2 i a Pe 
on? Dieslo PRESTO VAPOR-STEAM IRONS... 
asve ag 3 The most amazing steam-and-dry iron 
; “SS ns ever invented . . . exclusive features 
~S Dixte-Fryes that sell homemakers, mean profits- 
Ten ants plus for dealers everywhere! 
i 


PRESTO DIXIE-FRYER . . . Newest sales-and- 
profit sensation in the electrical housewares 


field ... new eating joy for families . .. NATIONAL PRESSURE COOKER COMPANY 


new profit field for dealers! 


General Offices and Factory: Eau Claire, Wisconsin 


Branch Factories: Los Angeles, California; Wallaceburg, Ontario, Canada 
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OL GAS 


EVANS sO" 


in price + °° 








NO MATTER WHAT LINE YOU NOW HANDLE, 
the Evans line gives you prices that are 
genuinely competitive with other makes 
. .. Evans gives you real sales value to 
“ne talk about at “sharp pencil” prices cus- 
tomers can afford to pay . . . margins 
that give you room enough to “swing” 


the deal without sacrificing all your profit. 


/ aa Evans EXTRA features, Evans EXTRA 
value, Evans EXTRA performance, give 
you the edge almost every time. 

—_ 
4 > 
Lo—— ; 
: ‘ 
ee 
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VANS °°" 


petitiv e 


in features 


NO MATTER WHAT LINE YOU NOW HANDLE, 
the Evans line gives you features that 
are head and shoulders above com- 
petitive makes ...no doped up gadg- 
ets that spell sales and service trouble 
but real sales advantages like fan- 
forced, floor level heat, Heatwave 
blower, simplified lighting, the amazing 
Humidifan that provides home condi- 
tioning 12 months a year...advantages 


that your customers want and need. 




















NO MATTER WHAT LINE YOU NOW HANDLE, 
the Evans line gives you performance 
that is head and shoulders above com- 
petitive makes . . . Evans heaters pro- 
vide nearly twice the radiant heat out- 
put of conventional heaters . . . Evans 
big heat transfer surfaces get more 
heat from every drop of fuel... Evans 
engineering and design permits easier 


service than conventional heaters. 





Kitchener, Ontario 





umaed 


Heating and Appliance Division, Plymouth, Mich 
In Canada... The Eureka Electric Co 


EVANS... 


the leader in low-cost 
home heating brings 
you the greatest 
competitive values 
in the industry... 
in the most complete 


line in the industry. 




















For the LONG PULL 


‘th STRONGEST LINE 


Despite television's problems there can be 

no doubt that this industry is going to grow... 
that the people in it are going to prosper... 

in a way seldom before equalled. 

rhe public wants television and is going to have it! 


rhe present situation is not without its bright side. 

In times of crisis, industries—like people 

develop character. They learn by experience... 

learn what their mistakes have been... 

learn where they are weak, where they are strong 

(nd many television dealers are now learning that strength 
for the long haul is found in the Du Mont line. 


From every angle, Du Mont is the outstanding line 

in the field. Du Mont is, year after year, a steady line. 
It has dependability and stability. Du Mont protects 
the dealer, the franchise, the name, the price. 

It has the most equitable distribution pattern, 

the soundest basic policies. 


Through its finer quality, Du Mont has won 
satisfied customers in steadily increasing numbers. 
\lways the leader in every phase of television, 

Du Mont can be counted on for the new advances 
that will make television one of America’s 

most rewarding businesses. 


The future is bright. The way for the dealer 

to exploit it is clear. Plan for sound, sensible selling 
by grouping your business around a few selected 
strong lines... with Du Mont as your leader line. 
TELEVISION'S MOST COVETED FRANCHISE 


’ 


OUMOWT 2 eet ce fal in Lavan 


Copyright, 1951, Allen B. Du Mont Laboratories, Inc. Television Receiver Division, East Paterson, N J., and the Du Mont Television Network, 515 Madison Avenue, New York 22, New York 
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DO YOU SELL ONE OF THESE 
FAMOUS MAKE SPACE HEATERS? 


ALLEN’S 

BARNES 

BEYER 

COLE HOT BLAST 
COLEMAN 
COLEMAN (Canada) 
CREST (Canada) 
CREST-AIRE (Canada) 
CUSTOM-AIRE 
DOMESTIC 

DRACO FIREBALL 
DUO-THERM 
ENTERPRISE 
ENTERPRISE (Canada) 
ESTATE-HEATROLA 
EVANS 

FINDLAY (Canada) 
FLORENCE 

GILLEN 

H. C. LITTLE 

HERCO (Canada) 
INTERNATIONAL 
JUNGERS 

KEMAC 
KLEER-KLEEN 

LACO 

LONERGAN 

MAGIC CHEF 
MONARCH 
MONARCH (Canada) 
MONOGRAM 
NESCO 
NORGE-HEAT 
ORAN 

PERFECTION 
PREWAY 

QUAKER 

SAFEWAY 

SIEGLER 

SILENT FLAME 
SUPERFLAME 
THERMO PRODUCTS 
TORRIDAIRE 


WASHINGTON FRUGAL 
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NOW YOU CAN EARN EASY 
ADDITIONAL PROFITS BY SELLING 
AUTOMATIC HEAT CONTROLS 


Yes, if you sell one of the famous-make space or trailer heaters listed here you can offer 


every customer the luxury of true automatic, thermostatically controlled heat! This 
means easier selling, because you can offer comfort and convenience equal to the most 
expensive kind of heating, with no wasted heat — and substantial fuel savings! 

What’s more, this easy-to-sell comfort means AppITIONAL Prorits for you. Write now 
for Bulletin T-2 on A-P Comfort Controls. Also available for floor furnaces. 


EASY TO INSTALL 


There’s an A-P Electric or Mechanical Comfort Control actually en- 
gineered to fit these heaters. Just mount conversion top on present 
manual control; connect to thermostat and transformer. Mechanical 
thermostat even eliminates wiring! 


F ee % jletely reliable 
\ D E Pp E the D A B' L —  . ontr | Ss a A in ail 0 ae Eag2 


gas heating . . . refrigeration. 


A-P CONTROLS CORPORATION 


(formerly Automatic Products Company) 
2400 N. 32nd Street + Milwaukee 45, Wisconsin e In Canada: A-P Controls Corporation, Ltd. « Cooksville, Ontario 
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THE COMPLETELY AUTOMATIC WASHER... 
the wolds only washer that 


‘Shampoos the Clothes 


Product of A\TORFER BROS. COMPANY «PEORIA, FELIOIS . .. 
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} new Salestnen / 
0 WOrk for VOU. 


* {At ABC-0-MAryp AND THE quynth 


The ABC-O-MATIC owner, and her washer itself, are two of 
the best “salesmen” you could have working for you. And 
they really do work for you! ABC-O-MATIC is so simple— 
so gentle and quiet—so efficient—that customers are down- 
right delighted. They all talk about it—tell their friends. 
And.every friend who sees the ABC-O-MATIC at work is 
enthusiastic.. We've never seen anything like it. 


1951 


On 
ae 


And what a story you’ve got to tell with this matchless 
ABC-O-MATIG! “Centric” Agitation, that can’t twist or strain 
or wad up the clothes! ‘Shampoo Action,” that loosens dirt 
magically, swiftly, gently! Three-step rinsing that flushes 
away every trace of suds from every garment! “Spin-Aire” 
Drying that adds active air to centrifugal force, to get more 
water out faster! Top loading! Levelizer! Automatic 
signal light! No bolting down! And—the simplest service 
routine you ever met in any automatic washer ! 


Does bigger sales volume interest you? Better profit? 
Easier selling? Sure consumer satisfaction? Why not get in 
touch with ABC right now? 


AB L Malic. 
| WASHES RINSES 
SPVAIRE "DRIES 


44 
a 


/ 
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MICRO CAMERA 
ENLARGES PHOTOS 
HUNDREDS OF TIMES 


The micro photographs in the circles 
at the right show clearly why Philco 
chrome finish outwears other cheaper 
finishes as illustrated. Here the vari- 
ous coats of plating are magnified to 
reveal their relative thickness and 
the type of bonding used to join each 
finish to the base metal. NOTE the 
differences in Philco—a difference 
that can be measured in years of 


satisfied service to Philco owners. 























BATTERING RAM opens 
AND CLOSES DOOR, EQUIVALENT 
TO 20 YEARS OF USE 


The work being done every day in the Philco refrigerator engi- 
neering laboratories, proves that the hardest people to please are 
not your customers, but Philco engineers, themselves. Here are 
typical tests which show the searching analysis and fact-finding 
study that are concentrated on every detail of quality and per- 
formance. Yes, you sell QUALITY that’s tested and proved to 
give customer satisfaction, when you sell a Philco refrigerator. 


* 


CHROMIUM 


NICKEL 
—_— 


>: / ia. COPPER 
i Lu = s 
: BASE METAL : ri ' ’ 
x ae y oF eer ae, 


MILD STEEL 
REFRIGERATOR"A"” "Stage aa REFRIGERATOR"B” 


CHROME FINISH ; CHROME FINISH 


PHILCO REFRIGERATOR 
CHROME FINISH 


S TIMES LARGER THAN 


THE EMPIRE STATE BUILDING 


That’s how much a Philco refrigerator would be 
enlarged by the micro camera—if photographed at 
the same setting used in the chrome finish photos. 


RUB... RUB... RUB 
Every 2 seconds, hour after hour, 2 M | LLION TIM ES 


day after day, this Philco test 

machine opens and closes the Weighted metal discs simulating the effect 
refrigerator door... giving a full of milk bottles test durability of chrome finish 
20-year life test to gasket, hinges, on shelves. Every rub is counted on a test 
etc., etc., in a period of days. meter, for comparison with other similar tests. 


JULY, 1951—ELECTRICAL MERCHANDISING 





MIMAR DYNAFAN 525 
HIGH VELOCITY CIRCULATOR 


(16-INCH FAN) 


This little big goes to market for you—and really brings home the bacon ! DYNAFAN 
525 is absolutely new and revolutionary. Performance is phenomenal. More than 
3800 cubic feet of air per minute is produced by five “Dynablades” set in a spe- 
cially designed wind tunnel housing. DYNAFAN actually outperforms fans twice its 
size. This new Mimar appliance adjusts from horizontal (pointed upward for 
no-draft circulation) to 10° below perpendicular. 


DYNAFAN COMPANION MODELS 425 AND 325 ROUND OUT MIMAR’S 
NEW HIGH VELOCITY CIRCULATOR OFFERINGS 


MIMAR Pa We) 8 MIMAR 
DYNAFAN 425 | \a\ oe, DYNAFAN 325 


(12-INCH FAN) ." ; (10-INCH FAN) 





build your profits on a solid sales foundation — 
sell Mimar — the fast-moving, profit-making line! 


For details and demonstration 
on these DYNAFANS — write to: 


MIMAR PRODUCTS, Inc., 138 SPENCER STREET, BROOKLYN 5, NEW YORK 
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We Mobilize for Freedom 


FOURTH OF A SPECIAL SERIES 


CONTROLS... 
A Two-Edged Sword 


I may seem dangerously premature to talk 
about getting rid of emergency government 
controls while all-out war is still an imminent 
possibility. 

But success in this strange struggle for our 
freedom into which the Russian Communists 


have plunged us requires that we: 


1. Maintain a whole battery of controls 
designed to speed defense production and 
curb inflation, and at the same time 

2. Work to end the controls at the earliest 


possible moment. 


Here is the reason why this editorial — 
fourth in a special series on mobilization for 
defense — is devoted to the need for a speedy 
release from controls. 

If the Russian Communists can force us to 
naintain indefinitely the present system of 
government controls, they will have won a 
tremendous victory. They will have saddled 
us with a system of collectivism which, over 
a period of years, would be fairly certain 
death to freedom of business enterprise. 

Make no mistake about it. This is not an 
argument against emergency controls. We 


need controls now to break a right of way for 


our mobilization program through the busi- 
ness boom. Indeed, the third editorial in this 
special series was titled “Why Controls Are 
Necessary.” It stressed both the need for con- 
trols and the need for positive cooperation to 
make them work. 


Controls Can Undermine Our Economy 

But these controls surely chisel at the 
foundation of our normal economic system. 
So long as we have them, many if not most 
key business decisions will be made in Wash- 
ington bureaus rather than in the free market 
place. For example, the National Production 
Authority administers a Controlled Materials 
Plan (italics ours) which directs the flow of 
basic metals, and decides who can use them 
for what purposes. 

Happily, the people who operate these 
controls are not using the methods of a secret 
police state. 


Even more happily, most of the leaders 
who have been drafted to manage the con- 
trols are not in love with their jobs. They are 
doing their best in the thankless task of mak- 
ing controls work. They recognize the danger 
of chronic controls. 


But the fact remains that our economy is 
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operating under arrangements which carry 
it a long way toward the pattern of central- 
ized control the Russians would inflict on 
the world. 


The Wilson Plan 


A plan for getting rid of these controls has 
already been developed. It was put together 
by our Director of Mobilization, Charles E. 
Wilson — while he was working day and night 
to set up the necessary emergency controls 


The Wilson Plan — if we escape all-out war 
— will strengthen our defenses and our econ- 
omy. By 1953, it calls for: 


1. Providing the weapons to equip an 
armed force of 342 to 4 million, together with 


a supply of weapons for our allies. 


2. Building a stockpile of weapons which, 
with current production, would be sufficient 


to carry on an all-out war for a year 


3. Building the manufacturing capacity by 
which we could rapidly expand our produc- 
tion of weapons if all-out war should come. 


4. Increasing the productive capacity of 
industry enough to resume the expansion of 


our civilian economy. 


With these jobs done our economy would 
be big enough and strong enough to meet 
both civilian and military requirements. And 
the government controls needed for mobili- 


zation could be speedily dropped. 


Call for Sacrifice 


The Wilson Plan requires a major effort — 
it means spending more than $50 billion a 
year for mobilization. That is almost 20 per- 
cent of our total production. And this cannot 
be done without sacrifice. For a time, particu- 
larly in the next year, living standards will 
drop. 


But the sacrifice required is amazingly 
small. At the peak of the defense effort, ci- 
vilians will still have available to meet their 
needs about as much as they did in any year 
before 1948. 


To make the Wilson Plan succeed we must 
curb inflation. A second year of inflation such 
as that which we have had since the Korean 
war started would multiply disastrously the 
costs of our defense program. One key part 
of a successful program to curb inflationary 
pressure, which soon will be building up 
again, is a pay-as-we-go tax program. The 
second editorial in this series urged that we 
do our utmost to pay as we go. 


We Cannot Out-Control the Communists 


But, above all, to make the Wilson Plan 
work we must keep our sights set on the 
crucial importance of increased production. 
Our problem is to increase our capacity to 
produce so that we can carry both a major 
military program and an expanding civilian 
economy for as many years— General Brad- 
ley thinks it might be fifteen or twenty —as 
the menace of Russian Communist aggres- 
sion persists. 


If we do not produce enough to do this 
double job, we shall be confronted with the 
prospect of having to live indefinitely under 
government controls of the sort that have 
been set up since the start of the Korean war. 
That would be delightful to the Russian Com- 
munists. It would go far toward making over 
our economy on the Moscow model. 


Even if we wanted to, we never could hope 
to out-control the Russians. They are miles 
ahead of us in that line. But we can out-pro- 
duce them, by a tremendous margin. By 
doing that we shall travel the surest road to 
victory. 


McGraw-Hill Publishing Company, Inc. 





ELECTRICAL MERCHANDISING—JULY, 1951 


PAGE 47 





THERES NOTHING WRONG WITH 
TV SALES that YVAF wont cure- 


and Zenith has provision for it! 


Simply place 
this strip into this 
Turret Tuner 


This Turret Tuner 
is built into all 
Zenith TV sets 


remember... 
with UHF on the way, 


the goodwill of your 
customers is at stake. 

The sets you sell today, 
they’ll expect to use tomorrow. 


10m DIStANCk® 
and TELEVISION 
BP i i. 


“gnats 
alist: eae 
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More TV stations 
and better-than-ever television enter- 

tainment! With all this on the way 

TV inventories at an all-time high 


more TV programs 


and 
you've 
plenty of reason to put UHF to work 
making sales for you. 

And Zenith alone guarantees that every 
television set it has ever built and sold to 
the public has built-in provision for tuner 
strips to receive the new Ultra High Fre- 
quency channels without a converter. 


aa | 


eae ae 
At 


JULY, 


...and tune in 
the new 
UHF station! 


Tie-in with this sales-making bonus! 
And start boosting this coming new era of 
television entertainment today . . . using 
Zenith’s provision for UHF to build more 
sales, greater profits for you—now, and 
in the days ahead! 

Learn the facts on UHF by writing 
today, now, for your free copy of Zenith’s 
easy-to-read booklet titled “UHF Tele- 
vision — What It Is— What It Means 
To You.”’ Mail this coupon NOW! 





ee SS ae ee ee ee ee a a a ee 


ZENITH RADIO CORPORATION 


6001 West Dickens Avenue, Chicago 39, Illinois 
. What t 


Please send your free booklet "UHF Television . . 
It Ils... What It Means To You.” 


Name of Dealer 
Address 
City & State 


Your Name 


at et ta ein eam ee ttn ee tate eine ni ease 
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stout BLACKSTONE in. 





House Beautiful . . . one of the country’s 
foremost home magazines, with a circulation of better 
than 576,000... selected the Blackstone Combination 
Laundry for its 1951 Pace-Setter House. In the May 
issue the editors of House Beautiful illustrated how 
Blackstone’s outstanding home laundry equipment can 
contribute to better living. This is but one of many 
descriptive articles on Blackstone Laundry Equipment 
which has appeared recently in national magazines 
... all tributes to Blackstone’s modern design 


and quality manufacture. 


BLACKSTONE CORPORATION 
JAMESTOWN, NEW YORK 


The Blackstone Combination 
Laundry, consisting of Automatic 
eee Washer, Automatic Dryer and 


Ironer, in the 1951 Pace-Setter 


BID CR ae)’ 3 Howse ar Dobbs Ferry, NY 


PRODUCT OF 
AMERICA’S OLDEST WASHER MANUFACTURER 
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1712. 17-inch rectangular 
black tube. Handsome mahogany 
veneered cabinet. A price leader. 


Yes! G-E requires less service— 
and here’s why! G-E is BUILT TO 
OVERPOWER INTERFERENCE. 
Actual showdown comparisons are 
made with other best known brands 
in areas where TV meets its toughest 
tests. Whether far from the trans- 
mitter .. . or in areas of electrical 
disturbance—G-E GIVES OUT- 
STANDING PERFORMANCE. So 
it's no wonder that G-E gives such 
dependable service . . . so much 
customer satisfaction. See the 
G-E line at your General Electric 
TV distributor, now! 





17€109. Powerful 17-inch 
set in luxurious 18th century 
style cabinet veneered in 
genuine mahogany. Finely- 
figured doors. Concealed 
casters for easy moving. 


Tele-Care Television and Radio Co. 
San Fernando, California 


“Our company installs and services television for 9 dealers 
who sell 14 different brands. Our records show that G-E 
television requires less service and has the lowest service 
cost of them all. For that reason we charge 122% less on 
all G-E installation and service contracts.” 


17-INCH 


ALS DAVIS Te 
SELES II 


17€110. 17-inch rectan- 
gular black tube. 18th- 
century styling. Genuine 
mahogany veneers. Luxu- 
rious half-doors. Con- 
cealed casters. 


17€103. 17-inch console 
at low price. Rectangular 
black tube. Smart mahog- 
any veneered cabinet. 


rai 
: You COP full foe confdlence nm — 


GENERAL £2 


ELECTRIC 


JULY, 1951—ELECTRICAL MERCHANDISING 





SALES RECORDS, like these being studied by partners Ikard, McMindes 
and Perry, show that when properly trained and supervised, women can 
produce appliance sales volume equal to that of the men on their force 


Electrical 
Merchandising 


Who's Afraid of | 


SALESWOMEN? 


Not Ikard-McMindes of Phoenix, a firm that not only 


hires them to replace vanishing manpower, but also is 
finding that they do just as good a job—even in rough 


and tumble outside selling. 


Training is the answer 


By HOWARD J, EMERSON 


OMEN are being taken into 
the outside selling organization 
of appliance dealer Ikard- 
McMindes, Phoenix, Ariz., with con- 
siderable success as a means of main- 
taining an adequate specialty selling 
force at a time when sufficient men of 
the right age group are not available 
Already, women have gone 
through the specialized training period 
developed by manager 
Floyd Ikard as regular mem- 
I of the working on 
1e same | men and com- 
* commission ar- 
ducing volume 
in appliances and television comparable 
to that of the average salesman. 


tour 
partner-sales 
partner-sal 

Now, 


outside crew, 


ers 


pensated by 


rangement, they are 
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Long before a prominent manufac- 
turer advised West Coast dealers to 
take in and train women for specialty 
selling because they could no longer 
expect their usual supply of men, the 
owners of Ikard-McMindes, Floyd 
Ikard, John McMindes and John Perry, 
were starting to meet that situation in 
the Phoenix market area. Operating 
an appliance that depends 
for 85 percent of its volume on the ef- 


concern 


rts of outside salesmen, they had to 
a declining supply of potential 
salesmen as a result of the draft, the 
reserve calls, and the attractiveness of 
jobs in Arizona’s mushrooming air- 
craft and electronics indusiries. So 
they opened their help-wanted adver- 


face 


1951 


SALESWOMEN are coming into the foreground in the appliance selling business 
of Ikard-McMindes, Phoenix, Ariz., as the draft and defense work limit the supply 


of men. Mrs 


tisements to include women, devised 
a special training program that would 
serve a double purpose and, after more 
than six months, they are enthusiastic 
about the results. 


New Role for Women 


Women have always been on the 
staff of Ikard-McMindes, but previ- 
ously they were assigned to specialized 
selling jobs—kitchens, floors and home 
demonstrations, etc. When Ikard con- 
sidered them for full capacity in the 
outside sales force, he worked out a 
training program that was designed 
to make full use of the background 
and capabilities of the women he hired. 
Ikard tries to hire women who have ex- 


is a 


Josephine Rogers, left, demonstrates a Youngstown dishwasher. 


perience in calling on householders, 
gives them a week’s concentrated prod- 
uct training, and then puts them into 
the field for a month’s “survey” work. 
During this period they are paid for 
the number of calls each day and, 
through regular consultation with 
Ikard or a crew manager, they learn 
how to get information valuable to a 
later sales call and how to distinguish 
leads. 

When the women show ability, usu- 
ally within the month, they are turned 
to the development of leads which they 
follow through to the point of closing, 
at which time an experienced crew 
manager is brought in to close. When 
they can develop four leads a day they 


Saleswoman-——~> 
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WHO’S AFRAID OF SALESWOMEN? (continued) 


CAREFUL SELECTION by experienced sales manager-partner, Floyd Ikard, 
weeds out unlikely applicants, gets potential salesladies like Mrs. George 
Ikard looks for mature-appearing women who have had some experience 





Josephine George 


Becomes a Saleswoman 
In Two Months 


t 


f the women in the appliance selling organization of 


kard-McMindes, Phoenix, Ariz., is Mrs. Josephine George. 


MERCHANDISING’s camera she 


training program that in two months 


ber of the store’s selling organization 











Fr 
taken into 
e1 nly enough 
pliance tor tain its outside crew at about 

n are he others wh ved Ikard’s 
intensely 
nel 

spe- Lying behind the “many 
went into 
early 1947, when he 
and his partners decided that th 


opliar lesr } } t 
ippliance ( n has been 


cialty of F| 


the busine Sir 


are trained 
is the phil- 
sophy of Ikard, who contends from his 
» that “no dealer can say to 
r need a sales organization’ 
and find one overnight. It takes time 
to find the right people, to train them 


yd Ikard since he but few are chosen” policy 

perien 
future lay in crew selling among the himself ‘I 
ike up the Phoe- 


has trained an 


230,000 people who n 


nix market area, Ikard 


: 
; i 
DAILY TRAINING periods for one week are handled by Ikard and zone 


manager Cliff Coppinger, right rear, who are arranging sound-slide films 
for Pat Davis, Mrs. C. J. Hunnicut, Mrs. George, and Claire Hogan 


COACHING from Ikard goes on daily during period of 


analyses calls with Mrs. Rogers, sh 


been obtained. and | 


survey work He 
owing her where more information could 


w tr r } ) il be aiua } Jiesman 


lly 


rigi 
rigid 


hel y to this 
eginning, Ikard put 
salesman training program on a 
basis. The Veteran’s Ad- 
ninistration approved Ikard-McMindes 
for “on the job” training, making it 
for veterans to get appliance 
f venture selling training with a VA grant. 
From the 25 or The man selected for training at 
Ikard-McMindes begins with a full day 
three’or four of orientation. He meets the staff, is 
training. Ikard shown how the store operates. He goes 
preferred men who had some experi- through the business office, the serv- 
although ice department—getting the back- 
of appliances, ground information for his study. Four 


rofessional 


cting and 
Mc Mindes 


ame as that descri for the 


* is not the possible 


In training women, 
30 men who used to respond to a classi- 
fied advertisement, o1 
would be selected for 
ence in door-to-door selling, 
with no previous selling 
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PRODUCT KNOWLEDGE and familiarity with manufacturers’ 
orientation and training period. Coppinger 


literature 


nicut 





TRANSITION period for 
ing through to cl 


Mr Rogers i Joing 


trainess includes developing the best leads, carry- 


sing, then bringing in experienced salesman to close—as 


here with Cliff Coppinger 


peration of the appliances 


Through this whole period, periods 


4 visual and oral instructi 


mn are fol- 

»wed by hourly question periods. Af- 
two weeks of intensive train- 
goes into the field t 

f the experienced mem 


Then 


these 
») ac- 


sales crew. he is on 


own for two weeks of “field trial 


which he is expected to make 
sales of major appliances from 
develops. At the end of this 
period, Ikard decides whet! 
the 
join the 


ads he 


salesn 


nating service c ier or not 
has the qualifications to 


Of the 


lging the value of tra trainee 


1eT _] tf 
permanent sales staft 
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is part of first week's 
shows features of Frigidaire dryer to trainees Hun- 
David and Hogan, while Ikard shows Mrs. George how to look up product data in sales books 





surveying, 








ON HER OWN after two months, 
Ikard-McMindes sales force. 
become a crew manager if she shows 


three or four trainees who make up 
ch class, usually only one will qualify 
the permanent staff. This is 
cepted in advance by the trainees, who 
have been paid $180 for the month. 
On the permanent sales force, both 


men and women are kept on their toes 


eat 


lor ac- 


yh regular sales and service meet- 

ings and through contests. Every sales 
person is expected to attend four meet- 
week two meetings, 
early on Monday and Thursday morn- 
ings, and meetings, on 
Tuesday and Thursday evenings. 
Contests run about a month 


ing a sales 


service 


two 


each. 


FIRST JOB for 
getting 
The women are paid for the number of calls made. 


women in training is door to door 


data on householders’ appliances 


Mrs. Rogers becomes regular member of 


She develops her own leads, closes closes, can 


ability to guide other saleswomen 


lo give an opportunity to each type of 
the 


may be 


sales person, events vary. One 


the cash 
yf sales made, another month it 
may be on the number of sales daily, or 


month it based on 


value 


the number of new customers produced. 
As a 
handicap basis. 

Should the mobilization effort 
tinue to drain eligible males from the 
sales field, yet permit a good supply of 
appliances, Floyd Ikard believes that 
he can meet that situation by more and 
more dependence on trained women for 


End 


rule, the contests are run on a 


con- 


his specialty sales crew. 





Here's a NEW YARDSTICK 
OF BUSINESS EFFICIENCY 


Besides being cumbersome and confusing, many old methods of 





measuring operating success are not dependable under today’s con- 


ditions. What's needed is a simple, accurate formula—and here it is 


mark-down figure is 


mobilization irk-up, from 100 percent, 


and controls have ir lle ‘ ; 1@ s figure, leaving 60 percent as 
Question the old yard then multiply 10 per- 
Been using to measure from 
@fficiency. 1 
pen lable n 
their 

Recently a group of 
lysts came up with ar 
ing f ’ which tl 
Hew and 

Dealers ntory in- 
use sale profi t maintained 
department, line item or total volume rk-uy 34 arcen giving 136, 
as standard yperating ih y rating for total 
eff < 1 pr OTe or the lu I tne Pp ay 1 If there were 
Mew formula, one yardstick comprising 1 irk-downs, the cumulative mar 
all the 1 fact is a better operat 1 
ing « ncy index and will i 
When mal 


they have of sales; 


operating cent mark-down retail prices by 
percent cost percentage, which 
ent, the mark-down 


“lay they 
easurements ‘ . y per 
yperating result If the period shows no 


nated 


Gniy ot 
Giency 

tota! V | 
ready being 
tablis! 


ime! 
1 


stalled, so i pra ] procedure in sales were last month 


have been wont 


epartment or for the 
- 


tion the 1 d getting the 


} 
1ies, i\ 
Is a questior 


1 1 
he > howure 
the sales hgure 


irtment 


How the Formula Works 


$12,000 
3,000 


Average inventory at cost 

Gives an inventory investment turn not accey 
of Lies rure as ie sole yardstick 

Cumulative mark-up le ne kr 

Mark-downs, 10 percent of retail I 
prices or ) I y applies in a 


This gives a maintained mark-up of 


ows that the sales 

ide at profitable prices. The 
: Nowe? 

SseiierT 


were 


same 


Sales are to make, but are the 
they should be 


iagerial efficiency at tops? 


easy 
sales as profitable as 
were I 
The e y rating formula, say its 
the best yardstick with 
which to get this information because 
it combines all elements that touch 
sales, turnover, mark-ups, mark-downs 
ind inventory investment. 


sponsors, 158 


Turnover Not a Dependable Guide 


Some dealers use the turn as a sole 
yardstick of operating efficiency, but 
this is not always a dependable guide. 
An item may show a big turn, but a 
small profit because the margin earned 
low. Often this is the 
reason why sales were high. It was a 
bait item to bring in the customers, or 


per item is 


in item that was short-priced because 


lealer erred in the pricing formula 


= 
r he purposely slashed the regular 
to move a shelf-warmer. 


Mer 


more 


price 
chandising is a complex process 
than one operating factor 
be considered when appraising 
It may be that a fast turn and 
mark-up dollar 
s, in keeping with the “fast turn- 
small profits” theory, and this 
good business, but if one uses 
n per item as the yardstick or 
n for the stores as a whole, and 
1 no other element of opera- 
never certain that turn 


wy 


produces 


[ more 


measurement of 
Not only the 

> consi le red, also 
ind the invest- 
consider these 

| n each item, de- 

ent or the total 


process 


S sep irately 


volur 


Watch for Invisible Mark-Downs 
Inventory investment is seldom con 
sidered ‘when the profit- 
a factor in 
s. One thousand dollars 


ibility of sales, yet, it is 
perating cost 
rth of stock held for ac 


nsiderabk 
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period before sales is that much capi- 
tal tied up and this costs money, not 
just the interest on the capital in- 
vested, but so many dollars in over- 
head. A dealer with $10,000 stock and 
$5,000 of it six months old must con- 
sider not only the interest on the 
money tied up in these salables, but 
also the proportionate overhead charge, 
which may represent a substantial in- 
visible mark-down, even if the goods 
are eventually sold at regular prices. 
In fact, the burden on shelf-warmers 
may eliminate all the net, or show red, 
even when no mark-downs are taken. 
This could happen in a sellers’ as well 
as a buyers’ market. 

In factories, each unit of operation 
is costed with its share of the burden 
so that the management knows the 
over-all cost on each processed piece 
and can get an idea of the net earned 
on each piece if it wishes this informa- 
tion. In merchandising, costing is not 
carried this far, but there is a definite 
burden chargeable against each item in 
stock, a burden that increases with the 
months and may eventually bring over- 
all cost so high that profits will be nil. 


The Formula Is the Yardstick 


Dealers who pride themselves on 
taking few mark-downs should give 
consideration to this invisible toll, the 
burden chargeable to their stock while 
t lodges on their shelves. When a 

I efficiency 

by turnover or any other single factor, 

efficiency 

rating formula, he does not get a true 
perspective of his efficiency. By 


dealer judges his operating 


say those who sponsor the 


la with the inventory in- 


is formu 


1 4 
tment and margin of profit included, 
has a more dependable yardstick. 


need watch only one 


igure trot 


period to period and this 
ymposite of the main op- 
nerchandising. Ifa 
efficiency 
rating for the business as a whole or a 
is 99 one month and 80 the 
dealer knows that his 
merchandising efficiency is decreasing, 


nd med End 


ine € in remedy iatters. 


hgure 1S a ¢ 
erating factors in 
lepartmental rating or the 
single line 


next month, the 
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Demonstrations Sell GIFTS 


All Year Round 


ELECTRIC HOUSEWARES sales as gifts get a boost at the Dorris-Heyman store in 
Phoenix through regular scheduling of demonstrations arranged with distributors 


Seasons mean nothing to the electric house- 
wares department of Dorris-Heyman, Phoe- 
nix, Arizona, because every day is someone’s 
birthday and manager Helen Tolliver uses 
demonstrations all the time to keep people 
reminded of small appliances’ gift values 


By HOWARD J. EMERSON 
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and manufacturers. 


Westinghouse, Universal and other products were demon- 


strated in promotion in downstairs department. 


“NREQUENT use of demonstra- 
| tions as promotions for electric 
housewares is a necessity in de- 
veloping a year-long sale of these ap- 
pliances as gifts, according to Helen 
Tolliver, manager of housewares sales 
at Dorris-Heyman, Phoenix 
wares store owned by 
Inc., chain. 


home- 
the Spiegels, 


3y taking advantage of every op- 
portunity to hold demonstrations of 
electric housewares, Mrs. Tolliver can 
count on an increase in traffic of five 
times Over normal in her department 
during these promotions. The long 
range results are a steady telephone 
and counter business in electric house 
wares as gifts from those people who 
were favorably impressed during the 
demonstrations. 


3asic in the thinking of Mrs. Tolli- 


ver are these factors: every season is 
a gift season; electric housewares are 
the best gifts; demonstrations are the 
most successful method of getting 
prospects to know the product story, 
the use value and the prestige value, 
so that they think automatically of 
electric housewares and of her depart- 
ment when a gift occasion arises. 
Scheduling demonstrations during 
what has been considered “off season” 
for gifts has been an important factor 
in increasing Dorris-Heyman 1950 
electric housewares sales 25 percent 
over its 1949 volume. While other 
dealers and department stores featured 
electric housewares for the December 
ind June peaks, Mrs. Tolliver built a 
thriving volume by following not the 
electric industry’s approach, but that 
(Continued on next page) 





WHY —porris-Heyman Uses Demonstrations 


THEY HOLD TRAFFIC. Action, and the techni 
trators like Mrs. Hancock 
keep the cr js i » department where they see 


THEY BUILD TRAFFIC, increasing the number 

of prospects for electric housewares as gifts. The 
promise of ‘‘something going on”’ brings crowds from 
around to people like Lee 
WESCO home left 


jue f expert demor 


ying these products at mile hear Hancock, 
economist and it’s good.” 


THEY EMPHASIZE the THEY INTRODUCE new products, expanding gift 
ped packages that never he prost rae sa t howing something that can be given to 
has everything’, or by the husband 


e the “something new and dif- 


value 
May 
versal 


wife Davis, right, 


new egg cooker demonstrations 


THEY SHOW USE VALUE. 
is more likely to consider this Universal automatic 
percolator as a gift because she can say, “'! 
they'll like the coffee—tI tried it at Dorris-Heyman’s 


The prospect above 


know 


THEY CREATE PRIDE of ownership by letting the 
prospects handle the product, feel its qualities and 
know that what they are giving is practical 
of Dorris-Heyman, 


handled Uni- 


DEMONSTRATIONS SELL GIFTS 
ALL YEAR "ROUND wines 


‘tomorrow is somel 
omorrow 1s son 


‘tom 


e couple 


orrow many coup] 


ewares demot 
urposes: the 


downtow n, 


While demonstrations have most 
the building of traffic shows off the 


f Hamilton-Beact 


THEY EXPOSE the whole department 


Vik for the f t n action 


n the above disf 
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Tell- 
was arranged 
with WESCO- 
ind promotion 
ith Hugh 

Sun- 

f Graybar- 


Uni- 
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HOW —porris-Heyman Makes Demonstrations Work 


SOMETHING FREE draws traffic from other de- 
partments, makes prospects pleased with visit to 
> demonstrations. Supplementing foods given out 


colate drink supplied by Sunland Bever 


SOMETHING SPECIAL brings traffic to the 
higher-ticket electric housewares department dur- 
Dorris-Heyman demonstrator gave 
sample f five-minute chop suey from Wearever 


ing promotion 


pressure cooker 


SOMETHING TO WIN has always pulled people 

in for miles around. At Dorris-Heyman, contest. 
centered around Westinghouse roaster connected to 
power company meter. Contestants guessed cost of 
cooking a 12-lb. ham, wrote out tickets 


WITH A GIFT ANGLE always evident, the other 

features of the demonstration produce gift busi- 
ness through all seasons. Prominent in Dorris-Hey- 
man electric housewares department is above free 
gift-wrapping department. 


4 


~ ‘ ie . Ri ; itt ; 


3 CONTEST drew 125 entries a day, kept visitors 
thinking about the store long after leaving. Win- 
ner received the ham from WESCO salesman Bill 
Walter, left, Helen Tolliver and WESCO home eco 
nomist Lee Hancock right 





SOMETHING TIMELY, like this barbecue with 

electric spit, at season when Phoenicians were 
thinking of outdoor living, helped build traffic. Local 
manufacturer C. F. Sullivan demonstrates electric 
unit to interested prospects 


LEADERS to the department. When housewares promotion is in base- 

ment store, desk near main store entrance with chances at a door prize 
stops traffic, enables girl at desk to tell prospects about downstairs pro- 
motions, arousing curiosity about housewares. 


WINDOWS that pull extra street traffic, as well as identify the store 
that has used this theme in advertising. This corner window, facing 
heaviest traffic in the downtown Phoenix area, stopped many, drew them in 
to Dorris-Heyman store. END 
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TWO WAYS of RIDIN 


LESS ADVERTISING, GOOD SERVICE 


will pull them through in a sound merch- 


andising condition and with customers 
who are still friends, say the owners 


of Algene Electric, Bridgeport, Conn. 


By TED WEBER 


SERVICE COMES FIRST at Algene Electric, declares Eugene DelVecchio 


reputation and prospect lists already established will take place of ads 


Firm’s 


l through this TV 
slump—and we'll do it with- 
out the help of borax advef- 


big 


ell live 


tising, cut price promotions or 
trade-in offers.” 

That’s the way Al and Eugene 
DelVecchio, co-owners of the Algene 
Electric Co. in Bridgeport, Conn., look 
it today’s television market. 

In the past three months the brothers 

> seen their television trade fall off 
s former volume but 
is panicked by the 
ilways operated on 
; ] 


are now 
benefiting from that policy as servi 

takes cat their overhead 
hey are still selling 


yn—and without resort to 


revenue 
> meantin 
> televisi 
h has tended 


panic adverti 


coast to 


from 


TV Volume Falls 


split their bus 

lines, with Gene 
Al in charge of 
s Al who speaks 


l nave 
ess along functional 
handling service and 
As a result, it 
up first when sales are being discusse 
: 


\t 


le 
SAICS, 


id, in 


f 


h nest,” ) 
than 


mort 
\t any rate, we are doing ver 
to pull the business out of 


-because that’s beyond tl 


the present crisis, he las 


looks ahead to the fall should be 
fident that things will be better then. 

“But while bad, we're 
not going to advertise. I know that 
our policy of not advertising during 


con 


business is 


a slump might be criticized by some 
experts, but you the 
pattern of our merchandising opera- 
tions in the past and the way in which 
plan on doing 
re, it makes sense 
retail 


when consider 


we business in the 


rV advertising 
his area right 


torm or 


now de 
‘e in one another 
isn’t pulling. I] 
which offered 
trade-ins on big screen sets and got 
exactly three calls as a result of the ad. 
But that’s not all. We don’t want to 
become involved in all the complica- 
that such advertising brings. I 
set on the floor been 
should be 
But if I adver- 
tised such a price cut, the customers 
vho have bought sets like that fron 
would have a perfect right to be 
And sore customers aren’t good 
further business. 


1 claim 


now ot 


tremendous 


tions 
have a which has 


. . 
lone—it 1) > 
iong—lit moved, 


there too 


even at a lower price. 


prospects for 

— suppose some one wil 
Is in large 
price 
don’t 


we could run ‘institutional’ a 
enough volume to outweigh the 
ads others ire l 
have that large an 
nee, and I di 

nt retailers di 

The Del Vex “hi 

idvertising for 


reputation 


Continued on page 84 


HEAVY INVENTORY of TV crowds the Algene display floor, but the brothers 
DelVecchio say they will not alienate their old customers by selling them cheaply 
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he TELEVISION SLUMP 


TRADE-IN ADS, NO SERVICE COSTS 
built a $75,000 a month volume for the 


Music Shop, Cleveland, and are draw- 


ing prospects and making plenty of 


sales today, says dealer Bob Mattlin 


By FRANK A. MUTH 


: BOB MATTLIN OFFERS TO BEAT ANY TRADE-IN OFFER FOR 


Worlds Most Lucerious 20 TV Combination 





YOUR OLD RADIO OR TV SET DURING THE MUSIC SHOP'S 


DICKER DAYS 


Admiral 


TELE-BAR 


INCLUDES: 
The Finest in 20 Television 
The World's Oaly Dynamic Radio 
JSpeed Record Player Plays AN Sizes 


Luxurious Beill-in Bar 
We Might Even Help “Stock” It 


OUR TREMENDOUS TRADE-IN OFFERS 
APPLY TO ALL ADMIRAL TV 45 


Admiral :1QQ*° 
TV PRICES START 


LOWEST PRICE YET FOR A BIG 16” TV 


95) Medel (68 


CALL NOW FOR YOUR FREE TRADE-IN APPRAISAL 


— DON’T WAIT— ACT NOW-WHILE WE'RE IN THE MOOD TO “DICKER” 


GL. Lae * ASK FOR BOB MATTLIN ° a 1-2939 
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BIG, CONSISTENT ADS like this get the credit for the Music Shop’s success in 


making TV sales during a slump. Firm provides no service. 
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NE decision by Bob Mattlin of 
The Music Shop, Cleveland, 


Ohio, has resulted in a bonanza 
for his television trade. 

In January, after a good Christmas 
business, he accepted the suggestion of 
his newspaper space salesman that he 
offer to take old sets in trade as a 
means of getting rid of some left over 
1950 models. 

From the day that ad ran in the 
Cleveland Press, Mattlin has had his 
phone off the hook almost all the time 
answering inquiries. 

In less than two days time over 100 
people came in (as compared with a 
normal traffic of 30) to see him for an 
estimate on their 
them bought. 

Increasing television volume when 
many other appliance stores are watch- 
ing their sales drop flat hasn’t been 
easy. Mattlin was, he says, the first 
dealer in Cleveland to accept trade-ins 
on large 


old sets and 25 of 


screen sets. For almost two 
months he had the field to himself and 
he was able to boost his usual $20,000 
a month volume to over $75,000 for 
each of the first three and a half 
months of this year. 

“We were almost beside 
result of this 
declares Mattlin. 


ourselves 
sudden change,” 
“We made the move 
to replacement selling without knowing 
the real value of what it can do. When 
the newspaper salesman asked if it 
would be good to mention taking the 
old sets in trade, I agreed without 
thinking. Already this year I have 
ordered more new 


as a 


sets from my dis- 


tributor than I did in all of the last 
two years. In fact, yesterday I 
ordered 63 RCA sets and hope to sell 
them in about 10 days.” 


Ads Get the Credit 


Advertising has built Mattlin’s 
trade-in business. There is a great 
cumulative value in it, he believes, and 
he is convinced that it sometimes takes 
a week for an ad to have any real 
effect. Just one insertion will have 
little success, he declares, citing as 
illustration one fellow dealer who 
mentioned that he was going to dis- 
pose of some older sets by advertising. 
A few days Mattlin saw one 
10-inch ad in a midweek issue of the 
Cleveland paper. “That is no way to 
do it,” Mattlin emphasizes. “He missed 
the point. The man was wasting his 
money on that one insertion. Con- 
sistent advertising will bring in traffic 
and even after you draw trade it helps 
to sell used sets. By the nature of my 
business, [ don’t have any trouble get- 
ting rid of used sets. People who 
owned TV or the cus- 
tomers who want to buy a second set 
are coming to me all the time.” 


later, 


never before 


Getting Rid of the Trades 


\ll used sets are reconditioned and 
then resold without guarantee. All 
sets are properly installed and the cus- 
tomer is given the name of a good 
company, but the Music Shop 
provides no service. 

Mattlin’s merchandising procedure 
runs something like this: 


service 


A television, 


Continued on page 78 


OWNER MATTLIN points to one day’s take in TV trade-ins. He started trade-in 
advertising in January, got early start on competing dealers 





They Sell 


DISHWASHERS 
TO HUSBANDS 


Women are easy to convince on dishwasher 


values, find the Butler Brothers of Lewisburg, 
Tenn., but it’s the men who have to pay, so they 
go after husbands with the same kind of argu- 


ments that sell tractors 


umost always 


monstration, such 


1 


shwasher and wanted 
usually wound up by saying, 
husband 


want to know. 


talk to my 
it 1s all 


to 


we 


Approach Sometimes Hard 


} } 
LV e 1 


hard to approach at 
h more difficult to talk to 
fe. He’s probably heard 
ibout dishwashers and he 
1 tl Tr) 
i Hel 


‘fancy apparatus’. 


as ‘new fangled’ or a 
Without 
luch, we 
promoting 


most hus- 


y of dishwash 


additional 


added to th 


little 


e pile 

woman had to 
usually 
subconscious desire ‘o 
hing about it 
just haven’t gotten around to it 


minute ce of the 


again They 
or , 
somehow, 
A ten 
dish- 


but, 


do some 


monstration 
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EASIEST STEP in a dishwash 


demonstration 


But 


woman witha 


at she wants one he usually 


do 


Youngstow 


“Itisar l rise¢ the 
all 


hey find out that 
is to stack the 

and throw t 
“oT 


prospe 


prospects when 
that’s 
pour 

SW 


necessary 


in 
tch,”’ li r, Butler. 
demonsttr the 
that the wa is a valuable 
equipment i drudgery 

any kitchen 
that after watching it 


] usually, a 


He has no doubt 
operate. 


hout 


he does think about, 


loes conc him, 


1 
wasner 


reasoning tl 
load oft 
t t 


work 


tr 


vr a tractor, 
mplements to 


certainly 


wife is 
lishwasher 


1 
} 


By following this sales technique 


SULY, 


Ind a model 


dishe 


er sale, say the Butler Brothers, is to con- 
nd ft how it will look in her kitchen 


says, ‘‘You'll have to. talk to my husband 


1 


is not a large 


population numbers 
coming Ol 


company has 


to follow very new 
New ymer lists are 
utilities as additional 
Butler salesman 


ae i t 
line installe cust 
ybtained from the 
lines go up, and a 
makes a prompt call on new customers. 
2s, \ building boom, which has accounted 
he for scores of new and better than aver- 
age houses the 
stimulated the desire for and spurred 


the with 


he in section, also has 


sale of dishwashers along 


otne 


r types of kitchen equipment. 


about 


What 


Radio Ads Effective 
Che 


in its 


firm utilizes radio extensively 


advertising, and one local pro- 
gram is devoted entirely to plugging 
On this 


tire 


program, tree 
family to the 
is awarded every 
the 


in 


sdmission for 


MSS I an en 
local drive-in theater 


day, and the announcer stresses 


' 2 
ie-up by sayin dishes 
lishwasl 

It 


onsc1ous. 


there 


years and 
family 
sale 


n with the company 15 
rsonally know 
in the \fter a 
one ot! 

erans calls back on the 

up on the operation of the appliance 


pa 


almost every 
dishwasher 
these two vet- 
buyer to check 


irea,. 


has been made, 


ot (Continued on ye BO) 
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HARDEST STEP for this Butler Brothers salesman is to persuade the STORE DEMONSTRATION convinces the head of the house that dishwasher is 
husband, usually a farmer, to come down to the store for a demonstration. He's efficient and will do a job, but most effective sales argument is to point out that 
apt to be skeptical of a dishwasher’s value, may regard it as ‘‘new-fangled.”’ the appliance is as important in the kitchen as a tractor on the farm 


AFTER THE SALE, the salesman makes a special point to instruct the man in the WASHING DISHES was always the wife’s job before, but the man who makes oa 
operation and to make sure that performance is satisfactory. By this time the dishwasher purchase takes as much pride in it as he does in the labor saving 
husband is enthusiastic and readily supplies names of new prospects. equipment he uses in his farming and becomes a booster for Butler Brothers 
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DELIVERIES of items that will fit in a car are INSTRUCTIONAL CALLS are an important part of salesman 3 ANOTHER CALLBACK gives Mrs. 
) Rarer by salesmen at O’Calaghan’s. Ray James »Gale Hufford’s prospect getting program. Here he shows Mrs. »Bays an opportunity to show off the 


loads up two sewing machines which he has checked Bays of Des Moines how to use attachments knowledge she has gained as a result of 


O’Calaghan Salesmen Prove That 
Taking Care of Their Customers is... Better Than 


HOME ECONOMIST Mrs. Arlene Shoemaker doubles as a saleswoman, just as salesmen are competent servicemen. She makes home calls to solve cooking problems 
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his teaching—and for Hufford 
to suggest other appliances in which she 
may be interested 


ANOTHER SALE results from Hufford’s callbacks. 
«told him that she is interested in an ironer and a home dem- 


onstration convinces her she wants it. 


od 


She has 


THE NEXT APPLIANCE she buys is an auto- 
amatic washer and Hufford continues to keep 


her happy by checking operation and connections 


Ringing Doorhells 


Customers of O’Calaghan’s, Des Moines, expect the firm's 


salesmen to make deliveries, minor repairs and instruc- 


tional callbacks. So do the friends and neighbors they tell 


and it’s no wonder that prospects are plentiful 


By TOM F. BLACKBURN 


ALE Hufford learned his selling 
job at O’Callaghan’s on the 
He 


truck. was the 
bright boy who handed down the stove 
pipe for the space heater; he got in 
the customers’ homes and_ looked 
around. 

When he finally reached the sales 
floor at R. G. O’Callaghan, at 909 
Locust St., in Des Moines, he knew 
how to get an appliance ready for de- 
livery. 

When he sold something, he threw 
the appliance into his car, if it were 
enough, and delivered it him- 
self to his customer’s home. He helped 
to place it, adjusted it if necessary, 
and gave his customer a lesson on how 
to operate the device. He told his cus- 
tomer what the appliance would do 
when he talked to her in the store and 


he showed her at home what it would 


delivery 


1 
small 


R. G. O’Callaghan, who dates him- 
lf back to the doorbell ringing days 
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MERCHANDISING—JULY, 


sold washers, declares that 
this is the modern way to get pros- 
pects. “Doorbell ringing is dead,” he 
says. “You have to ring 40 doorbells 
a day to get 20 calls, and out of these 
should come three demonstrations and 
one sale. When that ratio cannot be 
maintained, an outside man finds it 
impossible to make a living.” 


when he 


Neighbors Make Prospects 


In his calls in the home, Gale Huf- 
ford frequently finds neighbors in to 
see what is going on. In his call-backs 
to find how the device is working, he 
hears how friends liked it. His list 
of names is constantly growing from 
these contacts and, thanks to the care- 
ful inspection and follow-up coaching, 
the buyer is nearly always very happy 
with her purchase. Some idea of what 
Mr. Hufford, who is one of the firm’s 
five salesmen, accomplishes with this 
method, may be discovered from his 
sales record last year. 
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te 


PRESIDING GENIUS of the firm is R. G. O’Calaghan, 


who started as a doorbell ringer, but now believes 
that house-to-house canvassing is uneconomical. 


January 
February 
March 
April 

May 

June 

July 
August 
September 
October 
November 
December 


$5,505.35 
4,758.68 
5,056.70 
6,451.75 
9,115.34 
6,249.60 
8,533.20 
9,270.40 
5,682.15 
8,114.45 
6,023.02 
7,686.95 


$82,447.59 


“The dealer today has to do some- 
thing besides sell iron and steel,” de- 
Mr. O'Callaghan. “You must 
sell a service that the customer wants.” 

“For that reason any dealer who 
farms out his repair work today is 
committing suicide. Repair men are 
welcome in any home and the sales- 
man who checks an article and does 
minor repairs as well as teaching the 


clares 


customer how to use it is welcome and 
valuable. Moreover, having to do this 
keeps the salesman from selling the 
moon to people. Salesmen on the floor 
often will promise services and per- 
formance that cannot possibly be deliv- 
ered. If the salesman has to call back on 
his customer, he has to make the device 
live up to his promises.” So effective 
is this technique that in the nearby 
town of Rance an Italian family calls 
Hufford every time it wants anything, 
and as a result of delivering light bulbs, 
for example, he has sold automatic 
washers to many neighbors. Seven 
families have bought television sets 
as a result of one sale from him. 
O’Callaghan’s has radio phones on 
its trucks. Service men call in at the 
end of each job, frequently finding 
they can go to another close by. 
O’Callaghan does not ask for them 
to do more than carry out orders, and 
with the radio phone service calls 
(Continued on page 134) 
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EMPHASIZING SERVICE, Lynn Strickland shows a Birmingham housewife the guarantee of 


ch 


wk 


SHOWING the Zenith tuner 


land salesman a 


ready 


“service for the life of the set 


his firm makes on every TV set it sells, and which both insures customer satisfaction and keeps volume high 


Confidence in Service SELLS TV 


Because he makes a big fuss over thorough demonstration, installation and service, 


Lynn Strickland convinces his prospects that his store is the best place to buy television 


service 


ure 


is always 


this Strick- 
the customer that 
available 


STRICKLAND points to one of the signs 
on his Birmingham store. It means “Lynn 
Strickland fine é 


sells mighty television 


FY OU can open up a Birmingham, 
y \la., newspaper almost any day of 
the week and find a quarter-page 

»: “Look at the 
ingle before you invest in TV!” 
rhat’s Lynn  Strickland’s 
telling Birmingham 


ing yout serv- 
way of 
that 
there is something more to television 


residents 
than just a picture on a screen. Com- 
petition for television dollar is 
pretty hot in the Magic City, but 
Strickland gets his share of it. In fact, 
this dealer, who operates a combina- 
tion tire station and appliance shop, 
does an annual business of more than 
$100,000 in television alone. 

“We sell service,” says 
“We've always sold service, in the be- 
lief that it is one of the most important 
items in business. In television, no set 
is any better than the facilities avail- 
able for servicing it. By continually 
hammering on this angle and backing 
it up by providing the best possible 


the 


Strickland 


evolved an unparal- 
television sets.” 

it, the tele 

and which has 
proved to be his les 


broken 


sion set 
factor 
parts—ar- 


down 
i with the 


rangements in 
purchase of the set, the actual instal- 
lation, and servicing and 
repairs during the life of the TV set. 


necessary 


Help In Selection 

The first service offered to customers 
provides help in selecting and purchas- 
ing the desired set through complete 
demonstrations in store or home and 
includes a guarantee that the buyer will 
have to deal only with the Strickland 
firm, which handles its own paper and 
financing. In the 
big Strickland display room, 11 models 
are maintained for demonstration and 
test and examine the 
which interests them 
expert advice and 
trained salesmen. A 
home den tion may be arranged 


> 144 


irranges suitable 


customers may 
type and model 

any time, 
issistance from 


with 


READY DEMONSTRATIONS ore available to all potential buyers in Lynn Strick- 
land's big television display room, where 11 models of sets are always on display 
and customers may test or examine them at any time 
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SPORTSMEN attracted to Niederriter store as a re- 
sult of his TV show, now over a year old, get free 
boxes of waterproofed matches. 


ENTERTAINMENT portion of the show has done much to 
build good will by public service angle. Niederriter paid 


bounty of $5 each for foxes. 


His TV Show Sells 


The Whole Family 


Dealer Leonard Niederriter pays a bounty 


on animal pests—which ought to prove that [as 
anything will sell appliances. His weekly 
television show, the Outdoorsman, catches 
the interest of whole families in Erie, Pa., 


because it misses no chances for service 


to the general public. 


SPORTSMEN’S WIVES usually take over on actual 
selection and purchase of home appliances. Fifty 
percent of program leads result in sales. 


Win 


; ral 

Pe. vuld 

For they 

cal television 

g everything 

bear and some deft ap- 


pliance commercials right into their 
living rooms. 

This emphasis on animals is good 
for appliance sales, says Leonard 


Niederriter, local appliance merchant, 
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THE OUTDOORSMAN, Niederriter’s simply staged 
refrigerators or other appliances. 


television sets 


ho began the unusual TV program, 
in November, 1949, 
He was sold on 
Charlie Stone, assistant 


WICU, after Stone had a 


brainstorm and looked up Niederriter, 


he Outdoorsman, 


as a 15-mi > show. 
the idea by 


manager, 


as an ardent sportsman. 
Today the program is 
yw,” Stone proudly , “and al- 


known 


a half-hour 


though we can’t give out actual sales 
figures or compute just what effect the 
Outdoorsman has had on appliance 
selling, we know the store as a whole 
is doing a very fine business, is much 
better known to Erie than it was over 
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a year ago, and that items we advertis« 
during the program move exceptionally 
well most of the time.” 

Says Walter Bauer, one of the head 
salesmen in the Niederriter store, 
“Sure, the Outdoorsman has brought 
plenty ot new prospects into the store 
Offhand, I’d say about 50 percent of 
leads ] - 


result in substantial ap 


these 
pliance sales.’ 

The TV show opens with a typical 
identification of the sponsoring store 
by the announcer, plus a minute or so 
of movies taken at the local zoo, 
Charlie Stone then takes over, wel- 


TV show, opens and closes with a commercial plug for 
Many women listen, despite sportsman format 


comes everyone, goes right into a 


commercial with the cat 
frigerator, TV set, range or other ap- 
pl ance as the pro luct to be pushed. 

The portion of the 


— | 
show, 


era ona re 


entertainment 
a discus- 
sion of deer hunting or the formation 
of a Junior Sportsmen’s League, take 


which might include 


place before a back lrop representing a 
woodland cabin. 

Then the commercial again. More 
of the Outdoorsman and then the clos- 
ing commercial. 

“We've been able to get over a good 

(Continued on page 136) 
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PORTABLE sewing machine under one arm, piggy bank under the other, Bill Longwater sets out for 
Heavy radio promotion of piggy bank lay-away idea means instant recogni- 


a day of cold canvassing 
many homes, assures easy entrance 


I rwater brothers of Sa imp n t n cturer’s 
thought 


SHI 


vannah, Ga., are at it agair t 
Having already established rec- tha Ne » sewin 


ents a day, the 


fe einag ire Mas 


g machine 


ut for a way to 
lers to save that daily 
red several hundred 

iggy banks, indoctrinated their 
ma- 

savings, and 
potential mar- 


S uh tradi 


in the 
encouraging 
o tap the big 


Sir > 
€ 


Squealing Pig Used 
ked on that piggy bank 
ater recalls. “We 

ne, went down 

got the actual 

We ran 
we had, six to 


me 


ord 


got the whole town 
pig idea and whe 


en appeared at a door, he 1 
as 


AFTER AN IN-STORE demonstration the salesman shows a 
Prospect the piggy bank, explains that by putting away a 
quarter a day she'll soon have enough te make the purchase. 


This LITTLE 


had a piggy bank under one arm and a 
portable sewing machine under the 
other. Window displays and exhibits, 
using the pig idea, at fairs, schools 
and other places also helped plug the 
campaign. 

“Of course, the whole piggy bank 
scheme is a lay-away idea. When the 
customer fills the little bank up, he 
brings it in, we break it open, give 

credit for the amount he’s saved 

a new bank to start over again. 

notion was so successful that 

almost 150 machines in 
st two weeks of it.” 

The promotion, conducted early in 
1949, built the Longwater sewing ma- 
I partment into a major part of 

busit When credit curbs and 
ions were clamped on late in 
the enterprising brothers again 
he plastic piggy banks and 


sold the 


chine de 


1eSs 


a second promotion with re- 
irkable success. 

‘This campaign was identical with 

he first one and it worked a second 

a lay-away plan,” Mr. Longwater 

ues. “We've found that the best 

way to meet credit curbs is through 
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By 


A. B. WINDHAM 


lay-aways and the piggy banks drama- 
tized the plan by encouraging savings. 
We see no reason why it can’t be used 
again and again.” 

Almost 90 percent of the firm’s ad- 
vertising promotion is over radio. The 
brothers believe that this medium ap- 
parently reaches more sewing machine 
prospects in their trade area, than any 
other advertising factor. Long pro- 
grams are rarely sponsored and most 
of the firm’s advertising is through 
spots spaced at frequent intervals 
throughout the radio day. During the 
holidays and gift seasons, newspaper 
ind radio copy is slanted to plug sew- 
ing machines, particularly the portable 
type, as useful and appreciated gifts. 
In that section of the store devoted to 
sewing machines, a housewife may 
find a full line of sewing supplies, from 

edles and thread, to motors and extra 


It is a mecca for the sewing- 


Banks As Door Openers 


The six Longwater salesmen utilize 
photographs and literature in their 
cold canvassing on sewing machines, 
and the piggy banks are fine door 
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FREE LESSONS are provided for all New Home purchasers. 
Benjamin Longwater, father of the store owners, is about as 
expert as possible, was a ladies’ tailor for 45 years 


EVERY SALESMAN is trained to both use and service the machines before they are permitted to take 
the field in search of sales. Leon Longwater (right) and brother Bill insist that home demonstrations 
precede all sales 


PIG Sewed Up a Market 


Radio listeners in Savannah, Ga., hear pigs squeal six to 15 times a day—and every squeal 


reminds them that the Longwater Appliance Co. sells sewing machines with a piggy bank lay- 


away plan. Outside selling, demonstrations and free lessons help keep sales above 400 a year 


iles_ clinchers. 
store in 

“pockets are stuffed 
cording to Longwater, 
loaded with literature 
teil <n 


two portable ma- 


leaves the 


the Lon: 
! machines suc- 
is the educational realm. In 
private and vocational 
Savannah area the firm has 


-d the use of machines in home 


~} ] 
scnoois 


devoting much 
idvice and sug- 
g staffs 
offered these 
g equipment 


‘ 1 
a good 


ns to the teac 


1achines 


Special 


frequently as 


to cooperate 
he brothers declare. 
*» youngsters 
they are our 
rr Chey are al- 
1 recommend 

es to parents, too.” 
onstration of sewing machines 
art with the Savannah firm, 
Leon Longwater declares, 
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the store is fortunate in having 
of the best demonstrators in the busi- 
He is Benjamin B. Longwater, 
father of the shop owners. The elder 
Longwater was a ladies’ tailor in Sa- 
vannah for 45 years before joining the 
firm and knows sewing machines in- 
side out. A dignified, scholarly look- 
ing gentleman, he presides at a sew- 
ing machine with the highest skill and 
the patience required to put over any 
demonstration. Since he is an expert, 
many Savannah bring 
their problems to Mr. Longwater and 
many 


“one 


” 
ness. 


seamstresses 


sales are made because of his 
knowledge and ability to impart sew- 
ing skill to machine users. 

“Pop serves a double purpose as our 
chief demonstrator,” declares Leon 
Longwater. “He not only makes the 
machine look good to the customer but 
I ) instructs all of our salesmen 
in the art of sewing. Every man on 
the sales staff can sew and service a 
sewing macnine—all of them proficient 
it it through Pop’s instruction.” 


Attachments Boost Sales 


In selling New Home machines, the 
Longwaters emphasize heavily the use 
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)f attachments which the machine car- 
ries. Each one of these is carefully 
explained and compared to similar 
equipment built in on more expensive 
ty} By pointing up the 
value of such attachments through ex- 
planation and demonstration, sales 
arguments are more impressive and 
effective. With every machine sold 
free sewing lessons are offered, pro- 
vided only that the customer come to 
the store for the lessons. This serves 
a very profitable purpose. It gets the 
customer to come back into the store, 
increasing traffic and sometimes lead- 
ing to other sales, and it eliminates 
many service calls by imparting bet- 
ter knowledge of the care and opera- 
tion of the machine. 


machines. 


yes of 


Home demonstration is an angle 
which the Longwaters greatly stress. 
They like to get the sewing machine 
it prospect’s home, fit it into a 
harmonious space and after careful 
demonstration, get the prospect to try 
it herself. In fact, the brothers declare 
they will not sell a machine without 
first demonstrating it in the home. 

“We really got into the sewing ma- 
chine business by accident,” says Leon. 


“When Pop got sick and had to give 
up his tailoring business, we put him 
in charge of sewing machines to give 
him something to do. It wasn’t long, 
however, before he suggested that here 
was a good profit item, which could be 
sold readily because it was not a sea- 
sonal appliance like most white goods, 
and it was something that almost every 
home had to have. 


Went After Trade 


“In March, 1949, we really started 
going after the trade and thanks to 
fine support from the distributor and 
manufacturer, we soon learned that 
Pop was right. Promotion and demon- 
stration did the rest—and we intend to 
keep on pushing sewing machines as 
vigorously as other appliances. 

The Longwater Appliance Co., is 
ne of Westinghouse’s largest outlets 
in south Georgia. The firm does’ an 
annual business of approximately 
$350,000, a heavy proportion of which 
is in New Home sewing machines, A 
service and repair department with an 
unusually complete stock of parts is 
manned by four service men, one a 
specialist in sewing machines End 
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DAILY PRODUCT SCHOOL is held primarily for benefit of trainee salesmen, but INCENTIVE PLANS keep salesmen keyed up. Owner George Bates awards a 


regulars get d les meetings, often attend product meetings, tox diamond pin to salesman who has topped $10,000 a month goal. Nine of firm's 





You can’t build a $1'4%4-million annual volume like the 
Home Equipment Co.'s, Memphis, without doing the 
kind of real selling that includes daily sales meetings, 
bonus and incentive plans, long training periods, travel- 
ling demonstration trucks, cooking schools, advertising, 


complete service and trade-in departments. 


Training At 


ught” ideas which may conflict 
se Mr. Bates desires to instill. 
‘ t instruction on a certain product. Sales training is thorough. New 
, radio an inten training ane yp leadership. 1e school, conducted by Bob Bates, men undergo a training period of four 
1 WwW . : s : 4 ‘ 
pany nh ; , : to six weeks during which they get 
; * . : 
yl ie, cor <now our products. very salesman in _ sales nager, features < erent ap- "very ita “4 ¢ ¢ 
| name, con kn ir p seine features a different ap every possible training aid from films, 


Memphis house- the organization knows all about what pliance every day. It is something (Continued on page 138) 


made “First of all,” he explains, “we one of the partners, or Ben Miller, 
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TRAVELING DEMONSTRATION trucks go out into the field with best outside salesmen, are responsible for volume of 


28 salesmen belong to this exclusive 
$30,000 a month. Trucks are equipped with power lines for demonstration. (This one has sides removed for picture.) 


fraternity All get bonuses. 





HEAVY ADVERTISING includes boosts for salesmen. Each week best salesman COOKING SCHOOLS and group demonstrations are responsible for spreading the 
Firm also mails out reminder cards con- company’s name and building good will. Salesmen are encouraged to invite 
women’s clubs and other groups to use facilities for parties and demonstrations 


gets write-up in full-page Sunday ad 
taining picture of salesman who has recently made a call on the prospect 


(BARGAIN CENTER | 


- 


ONE-LINE POLICY is attested to by this picture of the television department. 
Nothing but RCA-Victor television and radio is sold. Appliances are similarly 
limited to brands like Frigidaire, Thor, Hunter and Coleman 


ORGANIZED TRADE-IN handling includes a Bargain Center at Home Equipment 
Co. Despite semi-outdoor setting, most appliances are hooked up and ready to 
operate. Service department does all reconditioning necessary before resale. 
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GARNETT S Shows You How You Can : 


POINTING to the advertisement which aroused his in- 
terest, a Deepfreeze prospect (right) asks a Barnett 
alesman how much he can save on meats purchased 
at a disc 


unt at the cooperating meat market 


Meat Market Tie- 
SELLS FREEZER 


“Look,” said appliance manager Man- 


N 


goni to market owner Puglia, “you sell 


meats, we sell freezers. Let’s get to- 


‘ 


gether.” As simply as that, Barnett’s, 
New Orleans, got a promotion that sells 
freezers by insuring savings on quantity 


meat purchases 


I notion to r 
you and mass ‘ 
t iles for pp 


“THIS IS THE SIZE we sell to an average family such 
as yours,” says the salesman, ‘‘and you can pay for it 
in a year just with the savings you make by buying 
meat at a quantity discount at Puglia’s.”’ 


4 


f 
- 


TiN 


“YOU AND your wife have two children? OK, let's 
figure out just how much meat you eat in a year and 
exactly how much money you will save by buying at 


the pecical prices we have arranged for 


u 


“Puglia’s, truly ut by the 
I Barnett’s, largest of Agr 
> furnishers south, show you how 
on U. 


Specific prices tor various cuts 


tore, al 


save 20¢ to 30¢ Ib. 
veef,”’ 


re listed, 


with 


along 


Deepfreeze at no extra charge. 


Promotion Works 


1 a morning newspapet1 o merchandise this 
advertisements I 
ind 


you Ow 


Barnett’s 


* says Magoni. 


year’s time and the 
erage family 


al discount 


i’s to Deepfreeze customers of 


To make it 
the number of 


more 


own 


probable 


rage hgures 
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er and wrap the meat for storage for itself 


Thorough Campaign 


through, we 
't rely only upon the newspaper 
“When a prospect 

store we talked up as an 
ing point the quantity of meat 
by the average family in a 
savings 
could rez 
ces quoted t 
specific, we inquired 


idults and children 


meat 


“MEAT ISN'T the only thing you can store, you know 
A freezer preserves fish, vegetables, home grown 
foods, fruit. Besides, think of fresh fruits and vege- 
tables all year ‘round!”’ 


“YOUR FREEZER will be delivered tomorrow. Just 
present this letter to Puglia’s and they'll honor it f 

special savings ranging from 20 to 30 cent 
n beef and veal, more 


2 pound 


on poultry 


United States D 
culture. Then we showed that 
weren’t the onl 
added in 


n other foods 


irtment 
¢ 


meat and fowl 
S. choice able 


stor- 
robable 
to drama- 
a freezer would pay 
and then go on to pile up 
owners. ith each 
salesman would get out 
pencil and paper and actually put the 
figures down. That made them 
real and it Then when 


was made 


-and 
ve ] 1 
vearly savings ¢ 


things- 


offer to tize how quickly 
savings tor its 


prospect, the 


seem 
nmediate. a sale 
1 


we gave a letter of erence 
to the cust 
Barnett’s 
told him 
present it < 
bulk food price savings. 
“We didn’t miss the people in Pug- 
v's either. A Deepfreeze home freezer 
was put on display right in the super 
ind one 
1 there 


stationed 
1-food 


End 


identifying him as a 
; and 
could 


this av- rtised 


arket during the 


promotion 


ily, then of our sales 


. to tell ond | = £ =e 
con- O tell and Sei we Ireeze!l ll 


worked story.” 


savings 
iving 
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“svean § tn Cincinnati 


SELLS 34 LEWYTS ip smt 


29 LEWYTS SOLD 
ANS! 


outed Machine & Appliance Co., 


| 
Flash from year ° at : S$ t e 


Bern t Hynes Gomera! Sales Manager 
= eu Tamosnhi Co in Washington, DC 


>: one cleaner dealers 


sn first 2 days: 





Hottest Cleaner are S elling in 


promotion Yet. 


“Wer Farnitare Store sakt 7 Levyt Gamers a 2 


volume today! 


Read the amazing reports from deal- 

ers coast-to-coast on Lewyt’s record- 

smashing “1¢ Sale”! Rollman’s in 

Cincinnati sold 34 Lewyts in 3 days! 

Boston Store in Milwaukee sold 38 

Lewyts with 1 ad! Wilson’s in Syracuse 

moved 23 Lewyts in 2 days! 2 New England new customers by the score with the sen- 

dealers sold 23 Lewyts with one small ad! sational Lewyt 1¢ Sale! Get the whole 

Backed by the greatest advertising “Lewyt Story” from your distributor! 

drive in cleaner history, they’re all selling Start cashing-in with Lewyt now! Tie-in 

Lewyts in volume now! So can you! your store with Lewyt’s Dealer Identifica- 

+ Dealers! Start today! Get more profit per square tion Kit! Get set for the heaviest advertis- 

ee foot with the famous Lewyt Market Place! ing and sales promotion program ever 

Cash-in on your store traffic with the put behind any vacuum cleaner. It’s yours 

proven Lewyt 10-second demo! Draw this Fall when you Do It with Lewyt! 


pot with MEW YT 


LEWYT CORPORATION, Vacuum Cleaner Division, Dept. M-7, 60 Broadway, Brooklyn 11, N. Y. 
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Man with a scythe. 


Today’s farmer does a barbering job on 
weeds and reeds with a nifty hand scythe, 
powered by a single cylinder gasoline engine 
developing 1/4 brake hp at 4,000 rpm... 
weighing only 24 pounds... easily carried, 
and cutting a 20 inch swath. 

For heavy harvesting and serious swathing, 
the hand scythe was replaced decades ago 
by mechanical equipment. 

But some people still think of the scythe 
as the symbol of agriculture. Very pretty on 
a blue Egyptian faience, but strictly passe 


(without power attachments) on modern farms! 


Farming is manufacturing... now heavily 
{and 1 d...and the best farmers, like 
iulize Invention and technology, 
research to raise output and lower costs 
wife lives in a mechanized 
, sets thermostats, manipulates 
controls accomplishes more with less effort 
ime, and has more time for more leisure and 


lishry r! 
ore accomplishment 


Best market for manufacturers is the audience 
ot the nation’s Dest Larmers best reac hed by 
SUCCESSFUL FARMING’S 1,200,000 circulation, with 


iore than a million concentrated in the 15 agricultural 


n 
Heart states, with the best soil, best brains. best 


tee hnique 5. highest vie Ids and mcomes the average 
subscriber’s annual income is more than 50°, highet 
than that of the average US farmer 
Advertising in general publications misses much 
of the best market, needs SucCESSFUL FARMING for 
penetration ind balance, and wide influence based on 
40 years of service. For ten years the audience has 
enjoved the highest prosperity in agricultural history 
today is engaged in all-out production! You aren't 
getting the most from appliance advertising without 
this market and medium. Full facts, any SF office... 
MEREDITH PUBLISHING 
Company, Des Moines, New 
York, Chicago, Cleveland, 
trout, Atlanta, San 


ncisco, Los Angeles 
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TECHNICIANS at Lowe’s Radio Shop, Chicago, are experts at replacing old-style record changers with new three-speed models; 
The store sells the units at prices between $38 and $50, gets $10 or $20 more for 
A few purchasers install their own and Lowe’s will provide pre-cut mounting boards 


New Market for Record Chang 


they’ve handled about 3,000 in two years. 
installing them in the customers’ radios. 


Popularity of the new record speeds has 


owners of one-speed players and has 


Chicago, which sold 3,000 changers in 


1] 1 . 
igo like ¢ sical music 


and in almost every home about 
€ campus, consoles are as common as 

othbrushes. It happens that this is 

of Lowe’s Radio Sh Ip, 
ooth St., i ] 

srt Iden saw th: ofessors 

an investment 


d not be wil 


1 
play whicl 
ling to throw out 


“J 
In order t 


t radios 


a 
and neigh- 

1 newspaper advertising: “Why 
1odernize your 


Via postcard 

rhooc 
machine 

h a new type record changer 


entail SP 
speed 


which 


3,000 Sales in Two Years 


hus began a trend which prom- 


es to spread all over the country. 
In the two years that Lowe’s have been 
3ert Iden and Charles 
ancey have probably replaced some 


3,000 record changers 


ne t 
ig it, 


They get from 
$38 to $50.54 for the changers them- 
well as an 


selves as installation fee 
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which runs between $10 to $20. 


Which brings us to the realization 
that as supplies of electrical appliances 
dry up, and takes 
means of keeping the doors open, we 


service over as a 
re going to see modernization of old 
changers as an extra angle of income. 

It’s not generally appreciated that 
there have been about 15,000,000 (85 
15 percent table 
models) standard 78 rpm radio-record 
players sold to the country’s homes. 
Many of them represent early, imper- 


percent consoles, 


fect mechanisms which are not satis- 
factory. About 1945 the foolproof 
type of changer came into being, but 
the introduction of the variable speed 
player made the public feel that these 
old changers were obsolete. A machine 
that will handle not only standard 78 
rpm but also 33} and 45 
field 


four hours 


rpm rpm 
records greatly widens the f 
record The 


f uninterrupted 


or 
idea of 
music greatly im- 
presses the prospect who dislikes the 
idea of having to run to his console 
and change disks or loosen jammed 
records. i 


Of the 


sales. 


15,000,000 old 


record- 


1951 


made changer prospects out of 11,550,000 


given firms like Lowe’s Radio Shop of 


changer radios, 85 percent represent 
consoles I 


make their 


sufhcient investment to 
want them mod- 
ernized. That gives us 12,750,000 ma- 
chines. Deduct 400,000, the number of 
three-speed changers already installed, 
and that leaves 12,350,000. Say that 
200,000 are with plug-in 
units and there remains 12,150,000 
prospects. Assume that 600,000 of 
these owners have bought new radios 
with modern changers and you have 
a market of 11,550,000 owners tied 
down to one-speed changers. 


owners 


satisfied 


1 


Who Makes Them 


During the history of the record 
estimated 400 
brand names have appeared on the 
market, but about ten 
make the bulk 


changer business an 


manufacturers 
f changers today, in- 
cluding such radio producers as Zen- 
ith, Motorola and Admiral, who turn 
out changers for their own models. 
Makers of private brand record chang- 
ers sold with a dealer discount include 
such firms as V-M Benton 
Harbor, Mich.; Webster - Chicago, 
5610 W. Bloomingdale, Chicago; Mar- 


Corp., 


two years, new business and new profits 


kel Electric Products, 129 Seneca, 
Buffalo; and Garrard Sales Corp., 164 
Duane St., New York City. 


The Phono-Jack Angle 


A second stimulant to record changer 
business is the phono-jack, which per- 
mits the playing of records through 
television sets and radios. Among 
TV manufacturers, Andrea, Arvin, 
Bendix, Capehart, DuMont, General 
Electric, Hallicrafters, Hoffman, In- 
dustrial Television, Meck, Mercury, 
Pilot, RCA-Victor, Stromberg-Carl- 
son, TeleKing and Westinghouse are 
building this feature into some of their 
sets. This feature gives the dealer a 
chance at welcome extra profit on low- 
margin TV. 

The fact that popular tunes recorded 
at 45 rpm and classical numbers re- 
corded at 334 rpm are gaining ground 
is something that is giving this replace- 
ment mighty shove. A 
in merchandising attitude 
responsible for part of the record 
player boom. A few years ago from six 
to seven different classes of 

(Continued on page 132) 


business a 


1 
change 


jobbers 
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Moist-Cold Refrigerator Compartment 
for fresh foods 2% cu. ft. capacity 


Hermetically sealed Zerolator with fan 
cooled condenser. Never requires oil- 
ing or other attention 


Convenient temperature control may 
be set at 10 below zero for fast freezing 

or at zero for economical long time 
storage 
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COOLERATOR ZER-O-STOR FREEZ-R-ATOR MODEL FR-1181 
TOTAL CAPACITY REFRIGERATOR AND FREEZER 18.1 CU. FT. 


No-drop lid opens to any position — 
can’t drop down to injure fingers. Re- 
cessed light illuminates freezer interior 
when lid is lifted. 


Three Sectionalized Baskets keep the 
food used most frequently right at your 
fingertips and there’s ample bulk stor- 
age space below 

Scientifically insulated for maximum 
operating economy 
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FEATURING THE 
EXCLUSIVE FREEZ-R.- 


Each of these great new Zer-O-Stor 
Freezers offer competitive advantages 
in their size and price class—together 
they provide the finest step-up pro- 
gram in the industry. 

For instance, when you demonstrate 
the Coolerator Freez-R-Ator you offer 
the only freezer with a built-in refrig- 
erator. Here in a single, compact cab- 
inet is the perfect method of storing 
both fresh and frozen foods with am- 
ple capacity to assure maximum econ- 
omy and unequalled convenience. 

The big 15% cu. ft. Freezer Section 
stores over 500 lbs. of frozen food and 
incorporates every deluxe feature that 
can be built into a fine freezer. The 
2% cu. ft. refrigerator compartment 
keeps fruits and vegetables in perfect 
condition till the homemaker is ready 
to serve or freeze them. It will quick 
chill a whole case of beverages and 
supplement the regular refrigerator in 
a score of ways. 
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FEATURING NEW CAPACITY, COMPACTNESS AND 
CONVENIENCE THAT'S A HIT WITH EVERY PROSPECT 

















STARRING THE 13 CU. FT. 
ZER-O-STOR WITH THE NEW 
100 LB. QUICK FREEZE 


TY COMPARTMENT 


This new 13 cu. ft. Coolerator Freezer stores 450 Ibs. 
and is crammed with features that are easy to see— 
easy to demonstrate—and easy to sell. The Quick 
Freeze Compartment stores approximately 100 Ibs. 
and permits the quick freezing of fresh foods before 
placing them in the storage section. In addition to 
sectionalized baskets for fingertip convenience it also 
incorporates a handy Basket Tray for storing small 
articles above the regular trays. Very convenient when 
rearranging foods—makes an ideal tray for carrying 
foods to and from the freezer. Finger-Lift No-Drop 
Lid—Automatic Light—Convenient Temperature 
Control and a score of other features make this Cool- 
erator Zer-O-Stor a deluxe freezer in every way. 





aaa 























Coolerator Zer-O-Stor Freezer 
Model F-1130—Capacity 13 Cu. Ft. 





rene 


“ws EVA E 


Priced, featured and styled to spearhead your freezer pro- 
motion, this Coolerator Freezer incorporates many of the 
deluxe features found in the larger Zer-O-Stor Freezers 
including sectionalized storage baskets, no-drop lid, auto- 
matic interior lighting, convenient temperature control and 
beautiful exterior styling. As is the case with all Coolera- 
tor Zer-O-Stor Freezers, dependability and satisfaction is 
assured by the 5-Year Warranty on the Zerolator mecha- 
nism anda generous Food Protection Plan. Asthe first step 
in your biggest and most profitable year in freezer sales, 
call your Coolerator Distributor today for complete in- 
formation on the New Line of Zer-O-Stor Freezers. 











Coolerator Zer-O-Stor Freezer 
Model F-1105—Capacity 10% Cu. Fr. 


Be sure to see the New Coolerator Zer-O-Stor Freezers— Royal 
cr a COMPANY Space Thrifty Refrigerators—and Push-A-Button Ranges at 
DULUTH 1, MINNESOTA 


your Coolerator Distributor. 
CHICAGO OFFICES, 11-107 MERCHANDISE MART 
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BRINGS ITS DEALERS 
TOMORROW'S FEATURES... 
TO WIN SALES TODAY! 


Leek | 


The greatest cooking 
development in years! 
Down: A big, 6-quart 
deepwell cooker... 





———— Nu N Q Q ic 


One easy turn of the 
dial and UP she comes, 
to become... 


Model H 


Let your prospect name practically 
any electric range feature she wants. Chances are you ve 
got it—and lots MORE—if you handle the Gibson line. 
From the back panel, with its pushbuttons for 7-speed 
cooking and 5-way automatic control—to the stainless A giant fourth surface 
steel floors of its TWO ovens, this Gibson electric cooking unit when up. 
range is packed with profit-pulling, practical features Dial does it all—unit 
... The kind that win the hearts of women— (and their raises up or down—hot 
orders) at a glance. No wonder dealers who enjoy owning or cold! 
healthy bank accounts are coming over to Gibson “by 
leaps and bounds!” 


GIBSON REFRIGERATOR COMPANY 


GREENVILLE, MICHIGAN 


There is a better Gibson model for every 


customer at a price for every purse! 6,000,000 HOME APPLIANCES 


ke = ; = THE WORLD SINCE 1877 
=— - => = = — a " 


si == | | FOR FACTS ON GIBSON RANGES, FREEZERS AND REFRIGERATORS 
— ~<a “ote NE’ SEE YOUR GIBSON DISTRIBUTOR OR WRITE GIBSON DIRECT . . . TODAY! 


Product specifications subject J, Electric * 95 
to change without notice It $s eee of course Cones tet 


Gibson Refrigerator Co 
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HE emphasis is on “overall 

salesmanship” at the beautiful 

new $500,000 plant of Western 
Appliance Corp., 201 S. Cherokee, in 
Denver, Colorado. 

Newest home appliance distributor- 
ship in the Rocky Mountain area, 
(founded July of 1944) Western Ap- 
pliance has substantially streamlined 
most of the dealer-aid steps hereto- 
fore considered traditional by most dis- 
tributors, according to L. F. Skutt, 
president, and George Thompson, gen- 
eral manager and secretary. Both men 
have had long experience in big ticket 
selling and each believes that appliance 
retailing today is a combination of 
intelligent selling and showmanship— 
inasmuch as there are few housewives 
who are not familiar with every major 
offered on the 
“Instead of expending ; 


nn! ne 1 
ipplance market. 


lot of train- 
ing hours to teach dealers the features 
of each new appliance carried in our 
inventory, and to train them to 


pass 
this along as selling 


intormation am- 
munition to their salesmen. all of . 
munition to their salesmen, all of our 


help is 


better 


aimed at merely pro- 
sales organization, a 
a strong 

pson de- 

ccupying the largest 

western state’s appli- 
distributing industry, Western 
liance began operations at a leased 
building at 1147 Broadway in 
1944. Sales success was 
background of presi 
was an 


Skutt, who 
General Motors 


years, Manager Ot! 


aen 


executive of 
Corporation for 23 
Frigidaire in Chi- 
nt of the Motor Account- 
subsidiary of General Mo- 
later, general sales man- 
Nash-Kelvinator division. 
Secretary Thompson likewise, put in 
a long period of service with Nash- 
Kelvinator, 


cago, presi 
then 
ger for a 


servicing many accounts, 
including large eastern markets, which 
qualified him for 


orders. 


bringing in large 


Because facilities at the Broadway 


“IF THERE IS any way to prevent a deal- 
er’s failure, we'll find it,’’ says Western 
Appliance’s manager George Thompson. 
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Western Appliance Corp., Denver, builds a $500,000 plant which stands as a physical symbol 
of a dealer service program which includes constant sales and service training both in the 


field and at headquarters, a travelling comptroller who sets up or untangles accounting sys- 


tems, and a separate display materials department, all of which sets .. . 


A New High in Dealer Aid 


location were extremely limited, par- 
ticularly from a dealer-service stand- 
point, Skutt and Thompson 
planning for a “super-service” 
tributing headquarters, almost from 
the opening day. During the next 
four years both made frequent trips 
around the nation, visiting outstand- 
ing distributors in many states, and ob- 
taining from each one or two good 
ideas for incorporation in the later 
Western Appliance building. 


began 


dis- 


TWO SOLID MONTHS of classes in sales and service 


The resultant building, built at a 
cost of $500,000, is located on five 
acres of ground, with 50,000 square 
feet under roof, and required over two 
years to build. Included are such 
features as a concrete parking lot for 
200 automobiles, beautifully land- 
scaped grounds, “expandable design” 
which will permit simple addition 
when space is required, one of 
the West’s most complete classrooms 
and 


new 


theatres for dealer training, an 





entirely separate commercial parts and 
service department, separate show- 
rooms for Kelvinator, Zenith, Whirl- 
pool, Western Holly, Lewyt, and sub- 
sidiary lines, and a completely en- 
closed loading and storage building. 
Added to these are such important 
dealer service factors as an entirely 
separate department for the storage 
and distribution of advertising mate- 
rials, large mail-order department, and 
(Continued on page 140) 


is an annual feature of the Western Appliance program. Dealers and 


their staffs meet at the distributor headquarters during the ordinarily slow months of January and February. In addition, dis- 
trict managers travel through the firm’s territory to conduct training classes in the dealers’ stores. 


1951 
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You aoe / We : — 


OUT IN FRONT... IN 
SELLING NEW RANGES 
AND IN MODERNIZING OLD 
ONES ! IT STANDS ALONE! 


"How about you? Want more service profits 7 


Extra dollars—dollars you need when appliance sales 
falter—are easy to corral when you really go after 
service business. 
Thousands of homemakers would like to replace tired, 
worn-out surface cooking units with modern TK 


Take electric ranges, for example. 


Monotubes*. But—they don’t know where to turn. 
Tell them and you'll sell em! 

It’s no trick to get an order for Monotubes. Show 
Mrs. Housewife that you handle the same units now 
used by most range manufacturers on their new models 

. and the sale is half made. Then demonstrate how 
the TK Monotube’s exclusive “swivel action” makes 
for easiest cleaning. Explain the concealed, protected 
wiring. Show how TK Monotubes provide up to 
42.8% more contact with utensils for fast, economical 
cooking. Talk uniform heat. Demonstrate that there 
are no “hot spots” or “cold spots”, no trick switch 
positions to remember. By this time, you've got an 
order! 

If you’re not already handling TK Monotubes, it 
will pay you to investigate the many ways in which 
you can profit. TK Monotube replacement business 


TUTTLE & KIFT, IN 


Sty 


© 


AZ 


is good business because (1) it’s easy to get, (2) it’s 
easy to handle, (3) it opens the door to other sales, 
(4) it builds good will, and (5) it requires but mini- 
mum investment and inventory. All you need to be 
in business are just 4 basic units and 9 pans! 

To help you tell homemakers where to get TK 
Monotubes, we supply a whole host of sales aids. 
Displays, folders, ad mats, window streamers and 
other promotional items. 

Get the complete story! Write for 
the new TK Replacement Unit 
Manual No. 5. It’s full of tips on 
how to ring up extra profits with 
TK Monotubes. Also contains com- 
plete information on TK Water 
Heater Units. Get your free copy now! 


*T. M. Reg. U.S. Pat. Off. 


1823 N. MONITOR AVE., CHICAGO 39, ILLINOIS 
A SUBSIDIARY OF FERRO ENAMEL CORPORATION 
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MONOTURE SURFACE UNITS + OVEN UNITS « TK INFINITE CONTROL + SWITCHES & SELECTORS «© WATER HEATER UNITS + FLATIRON UNITS + INDUSTRIAL UNITS 


JULY, 


| beauty of the 


Two Ways of Riding 
the TV Slump 


CONTINUED FROM PAGE 59 coms 


MANY PROSPECTS who never owned 
TV before are attracted to Mattlin store 
by ads for trade-ins, end up by buying 
new sets like this Admir 


radio-phono combination that lists for 
$599 is sold to him for $441. If some- 
one comes in with a 124-inch set, the 
Music Shop will allow about $200 on 
it against the purchase of the $599 
nodel. The old set brings $100 (mors 
or less). That reduces the margi: 
the new set, but Mattlin works 

large volume and sells fifteen or 
teen per day. 

Over 65 percent of sales are to 
customers obtained by the firm’s pro- 
motional efforts. In fact, one man who 
noticed a Music Shop ad and was sold 
a TV set later brought relatives in to 
buy a set. From that same original 
sale, an additional 250 sales were made 
to fellow employees at a produce house 
where he worked. 

Although no outside salesmen are 
used, Mattlin very often will go out 
himself to appraise a used set. But 
most trade offers are made over the 
telephone after he listens to a descrip- 
tion of the set—its size, age, and con- 
dition. 

“Most of the trade-ins now are 124- 
inch sets. We get very few 7 inch 
sets,” Mattlin adds. 

distinct advantage of the Music 
Shop is its location in an east side 
shopping center where there is a park- 
ing lot between the store’s front and 
the main street, Euclid Avenue. Traffic 
from grocery, dress shops, and various 
other stores provide about 15 percent 
of the daily business. 

Before the big jump in television 
sales, Mattlin devoted space as well as 
1 lot of time to phonograph records, 
but now he is putting in a line of white 
goods and devoting his efforts to this. 
Replacement Prospects Are Easy Sales 
trade in sets are 
not concerned with a long sales talk 
about the qualities of different sets, the 


cabinet or other points 
(Continued on page 80) 


Most customers who 
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money isnt 
everything... 


via ee you can put your hands on a pile of it if you 


latch on to a history-making campaign breaking soon. 


| 4 N. The campaign pushes clock radios . . . leading brands. Watch for news of this exciting promotion! 
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Howto give a woman ideas 


Lin 
rhe *! 


a eame 


cE Texto! 


hen! 


ki 


Edw 
Inc., Queens Village, N. Y- 


Demonstration kitchen, Hoffmann 


Electric Co., 


GENERALS ELECTRIC 
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\ of ideas 


in wo} 


FREE/ 


TEXTOLITE TOPS 


yy 


r 
1 we ant vou 
vo 


ypriance 


an ap now 


ih 15 


yrice 


ie wo} 


} 
ns can help 
omple eo 
\ike 


jem) 


es 


Section X-4, Chemical Department 
General Electric Company 

Pittsfield, Massachusetts 

() Please send me free pattern 
the 1951 G-E 


signs. 


sheet showing 
Textolite top de 
(.) | am interested in handling 
G-E Textolite tops Please have 
a representative call 


Name 
\ Business 
{ 
J Address 
! , P 
' City Zone 


State 


‘ 
t 
{ 
‘ 
i 
i 
j 
i 
i 
i 
I 
: 
I 
i 
! 
i 
! 
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| Two Ways of Riding 
the TV Slump 


CONTINUED FROM PAGE 78 me 


that are vital in an original sale, de- 
clares Mattlin. Instead, people are 
concerned with the price, the pay- 
ments, and the trade-in on their old 
set. Sales are usually closed in a few 
| minutes time. 

“T have a lot of people who wait 
until their old set is on the blink before 
they decide that they need not only a 
new, but larger set,” Mattlin says. 
“They usually stick to the same brand. 
We get a lot of calls when people who 
own an Admiral set see one of our 
Admiral ads. In fact, it was with 
Admiral sets that we first started the 
trade-in business. 

| The distributors pay 66 percent of 
ads for their sets. With- 
out this help, Mattlin confesses that it 
would have been impossible to achieve 
his success in replacement selling. As 
evidence of his method’s success Matt- 
lin declares, “We've run up a $3,000 
capital in less than three years time 
to a point where we expect to do 
$1-million in sales by next January. 


End 


* cost of 


They Sell Dishwashers 
To Husbands 


eee CONTINUED FROM PAGE 60=eemmme 


and to offer the firm’s services when- 

| ever needed. Invariably, says Butler, 
the veteran salesmen obtain the names 
of other prospects for dishwashers, 
and in some cases, sell additional ap- 
pliances to the customer. 

“Everybody isn’t able to buy a dish- 
washer—just as he isn’t able to buy a 
tractor—but dishwashers have come a 
long way in the last five years and 

| there is every reason to believe that in 
the not-too-distant future as many 

| rural homes will have them as auto- 
mobiles or radios now.” 

Handling a complete line of hard- 
| ware and farm tools, Butler Brothers 
| knows the value of traffic. Sections 

in the store are lined up so that even 
casual buyers of small items are ex- 
posed to the appliances on display. A 
neat model kitchen has been installed 
at the rear of the store, complete with 
and all major appliances, and 
that demonstrations 


| connected up so 
ade thoroughly and eff- 
End 


| cabinets 
| 


may be 


AND IF kg KEEP GOING AS THEY ARE 
PERHAPS LATER WE'LL SHOW A SNAPPY LINE 
OF MACHINE GUNS” 
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V6 KS LOS 
WINDOW FAN 





e Complete 
e Reversible 


e Portable 


AU 


~~ 


—— ~— 


The deluxe ‘!NITEAIR"' Fan fomeelasleli-ti 
exhaust or inlet window fan. It reverses 
rol Ul ol 4h Aum Mal 301-1 ole]al-1 Mol a-MRelellUliiele)(-) 
to fit any window up to 39° wide. It is 
also-a portable fan, with ‘‘fingerproof 
guards front and rear, with rubber 
aUhiallolal-vo mn a-1-1amelale Malelale| {= (just lift 
it from the expanders). Moves 2500 
C.F.M. oni high J el-1-10 8 weighs just Cie) ley: 


WRITE for full information 


Get behind the NITEAIR Line ... 
fast-selling and profitable for 1951 [ 
LS 


You'll build more friends and 
customers with the Lau “Niteair” 
Fan line. Smartly designed, care- 
fully engineered, beautiful and 
powerful fans .. . built for a long 
life of satisfactory service and 
“priced for profit” to you. Why 
not see your jobber or distributor 
or write us for all the facts that 
will help you cash in on hot 
weather profits this year? 





OUTSTAI 
Portable F 
anywhere in home 
or apartment (same 
specifications as the 


NA-20-PW Fan). 





THE BLOWER COMPANY «+ DAYTON 7, OHIO 


See Your Jobber or Write The Lau Blower Co., 2005 Home Ave., for Full Information 
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Superflame Dealer Sales Hit 
New High for 3rd Straight Year 


Proven Plan Sells Space Heaters By The Hundreds. . 
Success Stories From All Over The Nation 


It amazed everyone two years ago. It proved even more effective 
again last year. Enthusiastic dealers from all over the country sent 


similar reports .. . 


“Sold entire stock first day”’ 


... “Sold 80 Super- 


flames the first week’’ . . . “Sold 53 Superflames the day the ad broke’’. 


Queen Stove Works, Inc. with their distributors and dealers have developed 
a sure-fire sales promotion that has never failed to pay off in almost un- 
believable sales of Superflame heating appliances. Even in the face of 
consumer reluctance to buy appliances of any kind it has reversed the trend 
and has built high volume sales for every participating Superflame dealer. 
Factory, distributors and dealers alike have been amazed at the power 
packed into this greatest promotion in space heater history. In both of the 
past two years it has cleaned out inventories and kept the factory busy 
day and night to keep up with the flood of dealer orders. 


What Happened Made History 


When officials of Queen Stove Works, Inc. decided to launch a startling, 
new, all-out aggressive promotion they felt that the new $34.95 Superfan 


9S Fairly 
lL 


Siperflameg 
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"The most successful newspaper advertising 
we ever did!" is typical of reports received 
from Superflame dealers. Pictured above is 
one of the powerful newspaper mats in- 
cluded in the 1951 “Early Bird” Promotion 
Kit 





[ 
Superflame Dealers say: 


These are excerpts from just a few 
of the hundreds of dealer letters in 
our files 


Thanks being FIRST WITH 
TH uM r " e best 
os for « 
ar, We 
Oil Heater 


years 


Johnston 


Missouri 

the best money making deal 
that was ever offered a dealer. This, 
with the Fuel-Saver feature, enabled 
us to out-sell and out-demonstrate all 
heater competition! The day the ad 
broke we sold 53 heaters, and that 
is profit!” (Signed, Stewart Green 
ley, Greenley'’s, Flint, Michigan.) 
“Sales resistance and competition 
were overcome with this promo 
tion. Your advertising aids were 
an honest inducement to raise 
sales."” (Signed, S. R. Passel, Pre- 
mium Coal & Oil Company, Cincin 
nati, Ohio.) 
“Our sales of Superflame Heaters 
were over 250 units. Thanks to 
the ‘Superfan’ Promotion! We 
never had anything break like this! 
Our first day we made 14 sales 
(Signed, Anton Christensen, Chris- 
tensen's Appliance Stores, Ames 
and Nevada, lowa.) 
“The ‘Superfan’ Promotion met 
with tremendous acceptance. Af 
proximately two carloads of Super 
flaine Space Heaters sold proves it 
We were able to outsell—outpunch 
—and outprofit competitive stores.” 
(Signed, Thomas C. Young, Presi- 
dent, Big Four Hardware Stores, 
Inc., Love's Park, Illinois.) 
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Portable Blower in combination with 
Superflame Oil or Gas Heating Ap- 
pliances would make an offer that 
customers could not resist. Complete 
sales kits were prepared containing 
window banners, counter cards, news- 
paper mats, radio announcements, 
etc. All Superflame dealers were fur- 
nished one of these sales kits and 
they immediately started their ad- 
vertising. What happened then a- 
stounded the entire industry. Super- 
fan with Superflame made the most 
powerful quick-acting sales promo- 
tion in space heater history. 


Dealer Profits Hit All-Time High 
Superflame dealers, from the small- 
est to the largest, reported the great- 
est sales increases they had ever 
seen. Results the second year were 
even more sensational. Surveys made 
show that in some cases Superflame 
dealers captured as much as 95°; 
of the space heater sales in their 
area. Dealers who had never before 
been able to sell space heaters in 
August were selling them by the 
dozens . in some cases, by the 
hundreds. Even dealers who in previ- 
ous years were consistently high 
sales producers reported phenomenal 
increases. Factory production re- 
cords in 1950 shattered all previous 
records. Never before in the history 
of Queen Stove Works, Inc. have so 
many heaters been sold in so short 
a period of time 


Greater Than Ever In 1951 

brand new sales kit and a new 

es program is ready now to make 
the 1951 “Superflame-Superfan” 
sales promotion bigger and better 
than ever before. Superflame dealers 
have already placed more future 
orders than at any time in the past 
concrete evidence of their belief that 
this year will be the biggest Super 
flame year ever seen! 


Solves ‘'Trade-In’’ Problems 
Every space heater dealer is faced 
with the problem of how to handle 
“trade-ins” and still make profit. 
The “Superflame-Superfan” promo- 
tion proved to be an easy solution to 
this bothersome problem. By refer- 
ring to the fact that Superfan went 
with every Superflame, dealers were 
able to take “‘trade-ins’’ on a basis 
that guaranteed them a re-sale profit. 
“‘We made money on every trade-in” 
is a typical dealer comment 


Promotion Starts August Ist 
Superflame dealers throughout the 
country are now viewing August Ist 
as a red le‘ter day on their 1951 
business calendar. On this date the 
“Superflame-Superfan” promotion 
gets under way. Dealers will again 
be furnished with complete adver- 
tising kits containing all of the ad- 
vertising materials necessary to make 
1951 their greatest Superflame year. 


duper ome 
OIL A 


TERS 
With The Amazing 


FUEL-SAVER” 


Give your customers 
more fortheir money with 
SUPERFLAME! More 
beauty! More comfort! 
Amazing fuel savings! 
Only SUPERFLAME has 
the super efficient ‘‘Fvuel- 
Saver’ that increases ra- 
diating surface 100%... 
decreases chimney loss 
40%. The ‘“Fuel-Saver”’ 
combined with SUPER- 
FLAME'S exclusive, pat- 
tented “Triple Combus- 
tion Burner” gives MORE 
HEAT from every drop 
of low cost fuel oil. Saves 
upto! on fuel . some- 
times more! 


Juperflame 
GAS ATERS 
With The Double 


GAS-SAVER 


Superflame’s exclusive 
Double ‘‘Gas-Saver’’ 
speeds up warm air Cir- 
culation, doubles the 
square inches of radiat- 
ing surface and saves 
more fuel... gives your 
customer more heat from 
every penny’s worth of 
gas! No other gas heaters 
have so many “quick- 
sale’’ easy-to-sell features 
as Superflame! A profit 
building line without 
comparison! 


BCA LSTOVE WORKS, 


JULY, 


15 Models—30,000 
BTU to 104,000 BTU Cutput 


7 Models— 18,000 
BTU to 75,000 BTU input 


INC., 
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FOR ONLY 


With Purchase of Any 
SUPERFLAME Oil or Gas Heater or Floor Furnace Selling for Over $74.95 





v YOU SAVE Your Customers $30.00! 


=< & YOU GIVE Your Customers a COMPLETE forced air heating sys- 
Superfan fits under Superflame a tem for only $4.95! 


Heaters—gives up to 25% more 
pecans ial aaa a oy YOU GIVE Your Customers the world’s most versatile air cir- 
culator for only $4.95! 


v¥ YOU will smash all sales records with this sensational “Early Bird Sale”’ offer! 

It’s irresistible! It’s twice proven as the biggest money maker ever developed 
for space heater dealers! It pulls customers into your store as no other pro- 
motion ever has! “Superflame-Superfan” is a combination that no other 
dealer can offer and makes Superflame “ Your Most Valuable Heating Appliance 


Franchise!” 


Superflame is the one and only “fast-selling” line! The “/ine of great promo- 


tions” and the “exclusive feature” line that means complete customer satis- 





faction! Forget about slow moving lines. Sell Superflame! You give your 


AMERICA’S 
MOST VERSATILE 
AIR CIRCULATOR 


Superfan provides forced air 
warmth in winter with Super- 
flame ‘‘Fuel-Saver’’ and ‘'Gas- 
Saver” space heaters and floor 
furnaces. In hot summer weath- 
er Superfan keeps folks cooler! 
It circulates, cools bedrooms, 
ventilates kitchens. It's the 
modern portable blower with 
countless uses! 


SAFE! 


NO DANGEROUS 
FAN BLADES 








customers the best in heating and make more profits with Superflame! 


THE BIGGEST MONEY: MAKING 
PROMOTION YOUVE EVER SEEN! 
NO RED TAPE — IT’S LIKE FALLING OFF A LOG — 
COMPLETE ADVERTISING AND SALES KIT FURNISHED 


It starts August Ist! There is still time to get all details. If you are now a Superflame 
dealer make sure your stocks are complete. Use your complete sales kit. Plan your 








promotion and advertising so that you will REAP THE FULL PROFIT POTEN- What b 4 


TIAL! Contact your distributor right now if you have not as yet received your Distribute Ps 
complete sales program kit! " 
If you are not a Superflame dealer send the coupon at once or write or wire for 

the name of your distributor. Get the full details on this proven “‘Superflame- 

Superfan"’ promotion and how you can REAP THE PROFITS as other Supér- 

flame dealers will! 


EASIER SALES! FASTER SALES! MORE NET PROFITS FOR EVERY DEALER! 


ALBERT LEA, MINNESOTA 
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SALE ‘ 


oy YOU OFFER THIS $3495 Duperfan 
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“DEFROSTS . 


WHILE YOU SLEEP” 


TRADEMARE REGISTERED 


AUTOMATIC 
DEFROSTING 





Cash in on the 


Swing to Automatic Defrosting! 


The big news in refrigerators in 1951 is Automatic Defrosting! 
As more and more refrigerator manufacturers play up this 


wanted feature 
advantages 


more and more housewives are sold on its 
and this creates a tremendous market for you 


. no matter what make of refrigerator you sell! For now you 
can offer simple, clean, worry-free automatic defrosting for 


any refrigerator 
proved ‘‘de-frost-it’’! 


An Untapped Market of 


new or old, with Paragon’s performance- 


Paragon 


29,000,000 Refrigerator 


Owners Is Waiting for 


at $995 


“My Paragon de-frost-it 
has done away with all the 
muss, fuss and bother of 
hand defrosting. It saves 
me hours of time and 
labor, keeps food longer, 
and besides, it cuts down 
on the cost of electricity 
and upkeep. Yes, I'm sold 
on the Paragon de-frost-it!” 


DEFROSTS WHILE YOU SLEEP” 


TRALEE ECT HEED 


Complete — 
nothing else 
to buy. 


@ de-frost-it is the only complete unit... hung any- 
where...no installation...no extra cord to buy. 


@ de-frost-it is completely performance proved... 
hundreds of thousands of satisfied users. 


@ de-frost-it is made and backed by the world’s 
largest exclusive manufacturer of time controls. 


@ de-frost-it is backed by aggressive national ad- 
vertising . . . reaching over 7,000,000 prospects 
- month after month. 


@ de-frost-it merchandising plans... sales policies... 
dealer aids help you cash in on customer demand. 


PARAGON ELECTRIC COMPANY 


1636 TWELFTH STREET 
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e TWO RIVERS, WISCONSIN 


Two Ways of Riding the TV Slump 





the prospects—are the result of a num- 
ber of factors, some the product of 
hard work, some the result of smart 
decisions by the brothers. 

One is the reputation the DelVec- 
chios have built up for their service 
work. Algene Electric opened for 
business in June of 1948, but even 
before that date the brothers had de- 
termined that “service comes first”. 
Proof that their concern for service 
has paid off comes from the reputation 
the company has built among fellow 
retailers, distributors and manufac- 
turers as well as consumers. Only a 
determination to limit the volume of 
service work prevents the store from 
accepting new servicing business from 
other dealers and from consumers who 
have come in contact with satisfied 
Algene customers. 

A second important factor in the 
success and its ability to 
weather the current storm in the TV 
industry is its location on one of the 
busiest street corners in Bridgeport. 
The store is located in the heart of 
the city’s closely-knit East Side and 
buses stop at each of the four corners 
of the intersection. In addition, the 
huge Bridgeport works of the Singer 
Sewing Machine Co. are just across 


store’s 


| the street and the brothers realize 


considerable store traffic from plant 
workers during noon hour periods. 
The DelVecchios are well known on 
Bridgeport’s East Side but the prox- 
imity of the Singer plant has served 
to broaden out their trade. Workers 
who live in other sections of town, or 
even in suburban communities, often 
shop at Algene’s when they’re in the 
market for television or appliances. 
Well Known in Community 

A third factor in the picture is the 
standing of the brothers in the com- 
munity. The DelVecchio family is 
well known in Bridgeport, two other 
brothers operate one of the city’s 
leading appliance stores, and both Al 
and Gene are prominent in civic activ- 
ities. The latter, for example, is cur- 
rently president of the East Side 
Susinessmen’s Assn 


CONTINUED FROM PAGE 50 





All of these factors, plus varied 
advertising and promotion activities, 
contributed to building the booming 
television trade which the brothers 
were enjoying as late as March. But 
by the middle of that month business 
had dropped off—not only in TV and 
appliances, but on practically every 
other item sold on Bridgeport’s East 
Main street. Over their morning coffee 
the local merchants agreed that the 
slump could be blamed on a wave of 
sickness which was sweeping the com- 
munity, on the approach of income tax 
deadlines, on an early Easter, and on 
credit limitations. But as the TV busi- 
ness continued in the doldrums for a 
matter of weeks and then months, the 
DelVecchios realized that the industry 
was in for a fairly prolonged slump. 

The brothers concede that credit 
regulations are still deterrents to sales 
but they feel that more sales are lost 
because of individuals using up their 
available credit than are lost because 
of Regulation W’s restrictions. In 
recent weeks their credit inquiries have 
turned up an increasing number of 
customers who have already committed 
themselves to the limit in buying on 
time and should not be considering 
buying a TV set or appliance. To the 
DelVecchios such credit inquiries are 
additional proof that the cost of living 
is the villain in the sales picture. 

(As far as the brothers are con- 
cerned, Regulation W has been bene- 
ficial in at least one respect. The 
required down payment covers the 
cost of installation—a big factor in 
the remote Bridgeport area—if the 
sale goes bad.) 

As summer drew on the brothers 
had little confidence that TV business 
would pick up immediately. They look 
forward to the fall when normal buying 
and shortages may step up sales 

In the meantime, although they are 
not “enjoying” the ill health of the 
present slump, they are at least able to 
live with it, confident that better days 
are not too far away, and equally con- 
fident that they will be in a sound 
merchandising when those 
days arrive. End 
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Radio Buy Word since 19274 
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STROMBERG-CARLSON. 


in the new Woodstock and the new MusiClock 


radio | 


hese exciting ne\ 


Write is 


THE WOODSTOCK (Model 1608 PFM) AM radio... 
8-speed, fully-automatic phonograph. Separate treble 
and bass tone controls. 12” speaker. Push-pull ampli- 
fication. Beautiful tone. Built-in antenna. Exquisite 
Chippendale cabinet. Generous album space. 
33” high, 32” wide, 17%” deep. $289.95° 


THE MUSICLOCK (Model C-1) Table radio-clock-timer that 
combines every desired clock-radio feature in a single unit. Radio 
switches on or off automatically—Wakes you up . . . Lulls you 
to sleep . . . Times electric appliances. 

Beautiful tone. Smart, compact cabinet— 

ebony and red with silver-gray dials. 

10%” wide, 6*/1” high, 5"/s” deep. 

Built-in antenna. AC only. 


THE DYNATOMIC (Model 1500 HB) Ultra- 
smart table radio. All-louvred plastic cabinet. 
Built-in antenna. Brown, $34.95°. Also avail- 
able in ivory or red. 
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Take a look at what wide-awake retailers are doing with this latest Cory promotion. 


Then get busy and make it work for you, too. Make your store @ Cory Replacement 
Parts Headquarters. It’s a shot in the arm for glass brewer sales —for store traffic 


generally — convincing proof that glass brewed coffee is still America’s favorite. 


vou iyst tell us YOU wont to open © Cory Re- CORY supplies the material for a complete 


‘ co-op advertising cam aign to announce 
placement Parts Center... we'll study your : P 9 — 
Ne and establish your store as the Cory Replacement 
requirements — and recommend your initial stock. 


Parts Headquarters in your city. 
will give you 
_" tOR will then schedule training meetings with CORY provides sales personnel to work with 

you and your sales people to teach your store personnel during the first 3 

therm how to sell replacement glass—and how to days of the campaign to make sure yOu get started 


cash in on glass coffee brewer sales. right. 
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Pens, 


C S gos benny 


at Paris 
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NERD to PARTS y 








David S. Lapine, The Mansfield Hardware 
a Supply Co., Mansfield, Ohio 
"In every instance with the exception of one, it 
wos necessary to re-order original inven 
rotection stock. In the 
found it necessary to o don addition 
the original stock to cover the great demand. 


£. What an 
sh-in! 


Canonsburg. Pa. 
cessful re 


L. H. Smith, Inc., 
yse of the 


Howard Dewalt, H 
“Four of ovr accounts have had very sve 
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e to take every advantag' 
we are requesting that the closing 
b tended indefinitely.” 
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Harry DePoy, low? Electric Light and Power 
Cedar Rapids 
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*... Tujunga is not... in @ fringe area 
++. we are in the IMPOSSIBLE AREA ... 
Raytheon Television is the only set that 
homeowners in Tujunga, Sunland and 
Verdugo Hills have ever been able to 
‘really’ get a picture on.” 


Daud WMynon 


VERDUGO HILLS MUSIC CO. 
Tujunga, California 


You're sure of DEPENDABILITY when you sell 


Model RC-1720 


Statements like these are almost standard at the 
Raytheon plant. Dealers are impressed with the way 
Raytheon TV pulls in the pictures . . . and, conse- 
quently, pulls in the customers, too. And with the 
beautiful additions to its 1951 line, Raytheon really has 
something that can be told and sold. 


For information on how you, too, can profit with 
Raytheon, contact your Raytheon distributor or write us. 


BELMONT RADIO CORPORATION Ust prices range from $279.95 te $750.00 
5921 W. Dickens Ave., Chicage 39, Ill. INCLUDING FEDERAL EXCISE TAX 
Subsidiary of Raytheon Manufacturing Co. AND 1-YEAR WARRANTY 
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RODUCTION of all consumer 

goods, including household ap 

pliances, probably will be pro- 
grammed under the controlled mate 
rials plan by next Jan. 1. That was 
the prospect seen by both govern- 
ment and industry experts in Wash 
ington on July 1, when the flow of 
materials into production of military 
and industrial equipment went 
under CMP controls 

Meanwhile, output of appliances 

will be limited by restrictions on use 
of scarce materials in consumer 
goods, particularly by the ceilings 
on steel, copper and % inum, the 
three metals controlled directly by 
CMP. Across-the-board limitations 
on use of these metals in appliances 
during the third quarter of 1951 are 
70 percent of the average quarterly 
steel consumed by the industry in 
the first half of 1950, 60 percent of 
the copper and 50 percent of the 
aluminum 

Steel the Key. For ranges, re 

frigerators and most smaller appli- 
ances the steel limitation will come 
lose to fixing production. Steel is 
vital in the manufacture of such 
ems that the limitations are likely 
ut production to about 70 per- 

nt of 1950 rates. 

Restrictions on metals other than 
he three controlled directly by 
MP may further depress output of 

some items, however. For example, 
ippliance makers have been subject 
to the limitation on use of nickel—to 
20 percent of 1950 usage—and 
nickel-chrome wire is a vital com 


ponent of heating ements and 


Graduation by Television 


Steel for Appliances in Third Quarter 
To Be Cut to 70 percent of '50 Level 


Copper and aluminum usage limited 
to 60 and 50 percent respectively; 
CMP to cover appliances by January 


other parts of some appliances. The 
nickel shortage is not expected to 
ease in the foreseeable future, and 
chrome is even tighter 

On the other hand, makers of 
washers, ranges, refrigerators and 
smaller items have ducked some 
other restrictions, like those on use 
of cobalt, by employing satisfactory 
substitutes. And chrome, nickel and 
other scarce metals have long since 
disappeared as ornamental trim 

TV Uncertain. The outlook for 
television and radio production dur 
ing the rest of the year is not so 
clear. First, the industry is just be- 
ginning to emerge from a slump 
which left most retailers and whole- 
salers with far more sets than they 
had prospects of moving in a hurry 
The market demand still isn’t suf- 
ficient to make dealers worry about 
whether or not the manufacturers 
will be able to produce enough sets 
to keep them in business. 

Then, too, radio and TV manu 


(Wide World Photo.) 


GRADUATES of Washington University in St. Louis file into the University’s 
fieldhouse as an overflow crowd settles down to watch the ceremonies on TV 


sets installed outside the building. 
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facturers have displayed consider- 
able ingenuity in getting around 
production problems posed so far 
by shortages of materials and gov- 
ernment controls. When cobalt 
virtually disappeared, many set mak- 
ers began using copper coils in 
speakers. Where this was not prac- 
ticable—as in the making of smaller 


sets—some manufacturers imported 
alnico magnets from abroad. 
Some TV set builders substituted 
a fabric binder for the aluminum 
strap around their picture tubes. 
That saved a lot of metal, and the 
fabric proved just as satisfactory. 
It all added up to a lot more 
radio-TV production than expected 
this late in the mobilization pro- 
gram. TV production held to 1950 
levels in the first quarter, then be- 
gan tapering off. And then it was 
the sales slump, as much as mate- 
rials that slowed production. 
(Continued on page 92) 


Federal Reserve To Crack Down 
On Regulation “W" Violators 


No immediate softening of regulation 


seen despite Congressional pressure 


Regulation W_ will continue to 
haunt appliance dealers for some 
months to come. And it will re- 
main in effect in substantially its 
present form 

But, hereafter, dealers will be 
plagued by two prongs of this pitch- 
fork: a vigorous enforcement pro- 
gram, in addition to the damper on 
business which the terms impose in 
themselves 

For months now, the board has 
walked softly in administering the 
regulation. To date, only about a 
dozen court orders have been ob- 
tained, enjoining dealers against 
non-compliance. 

Cracking Down. Now, however, 
FRB is worried that high dealer in- 
ventories may lead to violation of 
the order, in efforts to move TV 
sets, refrigerators and the like. So, 
for the first time since the regula- 
tion was re imposed, the Board is 
preparing to use two stronger types 
of enforcement. 

It is now launching a series of 
administrative hearings which could 
lead to revocation of a dealer's 
license to sell on credit. 

Where it feels violations are de- 
liberate and flagrant, the Board is 
beginning to turn cases over to the 


Department of Justice for criminal 
prosecution, 

No Easing Up. Worries over en- 
forcement won't be offset by any 
easing of credit terms. The FRB 
feels that high appliance inventories 
and low sales are pricing, as much 
as credit, problems. Recent price 
wars have convinced officials that 
cuts can bring consumers back into 
the stores. 

The Board is not oblivious to the 
attitude of the many congressmen 
who favor some relaxation of the 
regulation’s terms. 

But FRB’s attitude to this pres- 
sure is: let Congress take the re- 
sponsibility for easing up. 

Congress will have to extend the 
Defense Production Act (the author- 
ity for W) “as is”, by resolution for 
at least 60 or 90 days, until it can 
get a new version ready for White 
House signature. No changes will 
be permitted to get into the reso- 
lution. So the FRB decision to 
stand by its guns will have the force 
of law, at least until the fall. 

There’s this slightly optimistic 
note, however: congressional reac- 
tion has forced the FRB to abandon, 
indefinitely, any thought of tighten- 
ing Regulation W. 
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IT TAKES 


It takes ‘‘exposure”’ to make a sale. Merchandise “in hiding’’ won't move. 
That’s why QUAKER has developed a complete program to help dealers 
display ...expose...and sell the greatest heater volume they've ever had. 
For full details, contact your QUAKER distributor or mail the coupon below. 
Act now... before the season really starts to ‘cash in"’ on this powerful 
1951 oil and gas heater merchandising program. 


’ 


In the next 90 days appliance dealers 
will sell over $75,000,000.00 worth of 
home heaters...that’s BIG business. But 
most of that volume will be sold by just 
a few dealers who realize that the heater 
business gives them BIG volume plus 
BIG profits 


The great new 


— 
= 


QUAKER gas 


heaters and floor 


’ 


furnaces for 
notural gas 

gas, or LP. Sizes 
to heot every 
home prices 


for every purse 


s will keep home heaters 

and dozens of prospects 
will-pass through their stores without 
ever thinking of the new space heater 
that<could} be sold to them. suT...they 
won't be¥ QUAKER dealers! QUAKER’S 
SENSATIONAL “‘exposure program” 


makes it almost impossible to miss a 


The QUAKER 3210... the largest dollar volume heater in the industry. 
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Jnade with optional 
atic ; 


eat circujati 


QUAKER dealerstwill hdve dyn \ 
displays to tell the heater story to ros-— 
pects...dramatic window—displays, to pull 
prospects in. They'll have low cost promotio 
literature and mailing pieces to identify their 
stores as “heating headquarters” in their 
communities. They'll have co-operative news- 
paper advertising and radio promotion to 
back up their efforts. 


Mechanical draft booster (optional) 


Automatic heat circulator (optional) 


Sex haw you can cut fuel bills with 


OIL HEATERS 


Quoker Mechanical Draft 
turns smoke and soot mto heat 


Ask us to show you why ’ 
Quater gives ou ere bet Vas \( \ Yes, QUAKER dealers \ Ml have all they need to 
Tey t == get the “lion s share the big home heating 
Yourself a ; ' 2 market in their \commuUhities. Perhaps, you’d 
— like to see for yourse Why you'll benefit as a 
QUAKER dealer. To get the bare facts about 
LIFT FLAP UP... QUAKER’S exposure program, just call your dis- 
ssabte peta tributor or mail the coupon below. Why not 

on cond waste fuel do it now? 


smoke SOC 


FPS SS SSS SSS SSS SO See ea eas 


Quaker Manufacturing Company 
223 W. Erie 

Chicago, Illinois 

| WANT THE “BARE FACTS” 


Please have my distributor explain the QUAKER 
exposure program to me. 


QUAKER’S new “Live Fire’’ Demonstrator is 


THE HOTTEST DISPLAY YOU'VE EVER SEEN! 


See your qistributor right away for details on how you NAME 
can get this dramatic display for -your store. There’s noth- 
ing like it anywhere. It stops shoppers...convinces pros- STORE NAME 


pects...sells heaters. Find out how you can get yours. ADDRESS 


CITY 


ELECTRICAL MERCHANDISING—JULY, 1951 PAGE 91 





DOMINION’S POPULAR "GRID-O-MATIC". . . 


Boru 30 bears r¢e 


Webster's Dictionary Defined a Waffle 

“A soft but crisped, indented batter cake cooked in a waffle iron.” 
That 30 year old description of a waffle still holds probably but the wattle iron 
itself has come a long way during that period 

Many would see little resemblance between the four legged waffle iron and 
Dominion’s sleek, handsome appliance which now delights thousands of home 
makers. Not only tasty, exquisite waffles but many grilled goodies are possible 
by quickly reversing the same grids and utilizing the extra large cooking surfaces 
for toasted sandwiches, bacon and eggs, pancakes, etc 

This sort of progress is apparent throughout the Dominion line. Appliances of 30 
years ago have been vastly improved many new ones added. Sales have 
zoomed steadily until Dominion is now recognized as one of the leading appliances 


lines. Loyal, competent distributors and dealers have played an important part 
We're optimistic about the future! 


Available through reputable 
distributors across the nation. 
i” 
i, 
NS ft 


f | ea 


DOMINION ELECTRIC CORPORATION, MANSFIELD, OHIO 


PAGE 92 


Price Ceiling Set 
For Service Work 


Appliance service men now have 
a price regulation of their own. But 
there’s nothing new in the ceilings 
the order (Ceiling Price Regulation 
34) prescribes 

The ceilings are the same as those 
imposed by the freeze of last Janu- 
ary—under the blanket-like general 
ceiling price regulation. It permits 
repairmen to charge customers the 
highest fee asked or collected be- 
tween Dec. 19, 1950 and Jan. 25, 
1951. For different classes of cus- 
tomers, the highest price charged 
each class is the ceiling. 

Labor, of course, is usually the 
biggest item in a repair bill. So, in 
effect "CPR-34 freezes the hourly 
labor charge to a customer at the 
freeze period level. The OPS ceil- 
ing price for parts can be included in 
the service bill. 

Suppose you repair radios. In the 
base period, you regularly figured 
your prices by using a rate or pric- 
ing method (such as time records 
or a base period labor manual used 
in connection with an hourly cus- 
tomer rate), and you applied this 
rate or pricing methods to deter- 
mine your price. You must now fol- 
low the same method you used in 
the base period and you may not 
charge more for labor, materials, 
overhead or profits than you 
charged during the base period even 
though your costs have increased. 

Service men were required to pre- 
pare, and sign, a statement showing 
their ceiling prices and file a copy 
with their local district office by 
June 15. Any price change there 
after, regardless of the reason, must 
be filed within 10 days after it goes 
into effect 


STEEL CUTBACK 
me CONTINUED FROM PAGE 89mm 


About the only tangible limit in 
sight is the expected increase in 
military buying of electronic equip- 
ment, which has had little effect yet 
on radio-TV production. Controls 
experts estimate that 12-15 percent 
of electronics production was being 
absorbed by the military by mid- 
June. They expect that “bite” to 
mount to approximately 25 percent 
by the end of 1951 

Broader CMP. As far as Wash- 
ington was concerned, anyway, feel- 
ing among appliance makers on 
CMP was slow in crystallizing. In 
dustry people simply didn’t join the 
rush of furniture, office equipment, 
cutlery and auto manufacturers in 
demanding they be allotted steel, 
copper and aluminum under CMP. 
Appliance makers, or a number of 
them, at least, seemed willing to 
take chances on getting a share of 
the metals available for civilian 
goods without formal allocations. 

But the rush to get under CMP 
made it apparent the appliance mak- 
ers eventually would have to come in 
for allocations, too. The National 
Production Authority, which admin- 
isters the CMP controls, has agreed 
to put any industry that asks it 
under CMP. But it won't have 
either the time or the staff to take 
in many before Jan. 1. 
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Make Your First Stop at the NAMM Show 


% LE & 


The First Major improvement 
in Television Viewing Comfort 


And See for Yourself 
All the Other Great Features 
in the COMPLETE 


NEW SYLVANIA LINE 


Every model from your price leaders to deluxe 
is a superb T-V receiver. And every model has 
Movie-Clear* pictures, Studio-Clear* sound, 
“Triple-Lock” that eliminates interference. Wide 
Angle Viewing, Black Tube, Big Cool, Long-Life 
wy Chassis and Best “Fringe Area” Reception. 


*Sylvania Trademark 


SYIVANIA EV 


SYLVANIA ELECTRIC PRODUCTS INC., RADIO AND TELEVISION DIVISION, 254 RANO STREET, BUFFALO 7, N, Y, 


GREATEST SALES FEATURE 
EVER OFFERED IN TELEVISION 


Here is the feature every T-V prospect has been waiting 
for. Now, the first line ever developed with a deluxe fea- 
ture that really sells on “sight.” 


Production Will Be Limited. 
The Time To Order Is at the Show. 
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rantees BIGGER 


HERE’S THE DEAL! 
You Give 





TO EARLY SCOTSMAN HEATER BUYERS! 


MAKES SCOTSMAN (With Any Gas or Oil Heater Selling for $84.95 o 
, r more) 
THE LEADER IN 1951! YOU CAN’T MAKE A STRONGER “PREMIL 
“fa JIM OFFER” 


You give one of the 
} 18) new “Add-O ” ; 
GIVES You 4 BIG | with any SCOTSMAN Oil ee as He ur oilaa geen 
€ ater se y » 
SALES ADVANTAGES! elling for $84.95 or more! 


1CK-SALE” PLAN GU 


Selli . 
Electricity! No winné needed. No costly installation elling space heaters in August is 
This newly developed Automati Thermostat attaches a promotion that g ; . not the usual plan, but —here’s 

quickly to the SCOTSMAN Safety Control Valve! fe rs uarantees the unusual! You'll t 
ales in August and « — ou lave vol » 
St < all througt ume 

1 the heate 
ater season 


*. NEW! Completely Automatic Heating Without ARANTEES EARLY SALE 


pee eR (SIP EE ae 


diai and room temperature !s maint sined within 2 jegrees 
at all times! Work-free, worry-tree heating. A omfortable ’ SALE 


3 NEw! “Round-The-Clock”’ Comfort! Just set the 


) ery z! > UNLIMI - ’ . 
house every morning TED iF YOU DO THIS NOW! Sale 
ale starts 


August Ist. Tt 
J 7 1e only thing tt 
NEW! Complete Convenience at NO CHARGE! You g that will limit YOUR 
give your customers the same benefits as a $35.00 ele 1 MAN space heaters during this SALES of SCOTS- 
oe . thermostat could—AND AT NO EXTRA CHARGE! promotion will be lack of heaters 


Be prepz 
pared with an 
an adequate stock 
, ¥ stock of SCOT . 
NEW! Fuel Saving Economy! Fuel savings amount you break with this promotion. Contact rena coco coon 
to as much as 50% mild weather. You offer your set for tt : é your distrit 

wr the bigges yutor NOW! 
customers automat! fuel savings every day of the year, he biggest SCOTSMAN Space Heat iatelnee 
even in coldest weather No overheating guarantees this! ater year you've ever had! 


COMPLETE SALES PROMOTION KIT FURNISHED 


Statistics show that August Ist ts the time to break with an THERMOSTAT” Promotion Kit. If you don't receive it, write 
"*gll-out"’ heater promotion! Plan right now to get maximum or wire your distributor or the factory. When this kit arrives 
sales and maximum profits by starting your heater sales pro- you will have everything you need to make this the biggest 
gram with this sensational offer se ales-building”—"profit-making” heater promotion you've 
Your SCOTSMAN distributor will mail you a complete “GIFT ever seen! 





On weatens b GAS MEATERS —— 
{ Y FLOOR FURNACES — 
- GAS AND O# KAMPKOLD PORTABLE 
‘ J REFRIGERATORS atomoon 


FURNACES — 
7 \_ MOT PLATES 


GAS AND On 
KAMPKOOK KAMP 
ure 
CAMP STOVES } LANTERNS oe \/ 
im ER HEATERS ' 
i 3 4] OW. GAS AND ELECTRIC : — 
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QUICK SALE PLAN 
UIT for EVERY DEALER! 








UNSURPASSED FOR 
BEAUTY, DEPENDABILITY 
AND EFFICIENCY 


SCOTSMAN ~~ SCOTSMAN 
GAS HEATERS " q OIL HEATERS 


5 “‘Value-Packed’’ Models . . . 18,000 BTU to 65,000 BTU Input! 


The greatest array of ‘‘fast sale’’ features in the industry. Amazing 
*‘No-Flash-Bz ’ Stainless Steel Ribbon Type Burner, new improved 
“All-In-One” 100% Automatic Safety Shut-Off Control, large heat 
chamber, double “‘Gas-Economizer’’ and many other great features 
make SCOTSMAN the Aigh volume, high profit line! 


5 “Ultra-Modern” Models. . . 37,000 BTU to 70,000 BTU Output! 


More “‘sales-clinching’’ features! Models for every prospect. Exclusive, 
patented ‘“‘Thrift-Pilot’’ burner. Oversize square heat chamber gives 
25% MORE radiating surface. Large ‘Heat Economizer” stops heat 
waste. Many other unparalleled sales advantages guarantee MORE 
sales MORE profits with SCOTSMAN! 


AMERICAN GAS MACHINE CO. 
Dept. EM71, Albert Lea, Minn. 


We're going all-out to see that 
every SCOTSMAN dealer is 
guaranteed faster sales, easier 
sales and greater profits with 
the sensational new “Gift Auto- 
matic Thermostat"’ Promotion 
that will move heaters off your 
floor as never before. Complete 
plan anc promotion materials 
will be furnished!"’ Get the de 
tails! Send coupon today! 


AMERICAN GAS MACHINE cof ALBERT LEA, MINN. 


Licensee in Canada—E. Roy Industries, L'Assomption, Quebec, Canada 
Exclusive Export Agent—S. F. Appliances Limited, 595 Broad, Ridgefield, New Jersey 


Please send me Sales program and complete details on the 
sensational SCOTSMAN “Quick-Sale” Plan. 


|_| Send me complete literature and the name of my SCOTSMAN 
distributor. 


~ 


eB 
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Record Number of Exhibitors Prepare 
For Atlantic City Housewares Show 


HE fifteenth National House 

wares and Home Appliance Ex- 

hibit, more familiarly known as the 

Housewares Show, wifl get under- 

way at Atlantic City on July 9 for 
its customary hve day run 

For the ninth consecutive time, 

exhibit space for the show has been 

sod out, according to A. W. Bud- 

denberg, executive secretary of the 

National Housewares Mfrs. Assn., 

sponsors of the event 

Some 535 masufacturers—an all 

e high—will exhibit their merch- 

andise for an estimated 8,000 buyers 

Exhibits will occupy both the lower 

ind upper levels 

The Lure. The summer show 

s traditionally drawn well but this 

re are new business condi- 

vhich may help swell attend 

f among these is the un 

f supply later on in the 

sure to come in for its 

ion during the show 

cal price wars which 

n the Supreme 

1 Fair Trade 

mers sl Ww Came only 

United Nations inte 

1 n Korea, an event that con- 

buted to the heavy ordering which 

d the 1950 exhibit. Manufac 

then were almost completely 

f how production cutbacks 

ateri: restrictions would 

affect then This year they have a 

much better idea, and in many lines 

particularly those using heating ele- 

nts, the prospect in the fall is for 

luced supplies of goods. It ap- 

pears almost certain that buyers will 


Availability of merchandise, effect 
of Fair Trade decision are expected 
to build buyer interest in 1951 show 


be shopping for information as 
much as for merchandise. 

It appears equally certain that no 
solution to the problems created-by 
the Court decision on the Miller 
[ydings act will have been reached 
by show time But buyers and 
manufacturers alike will be ques- 
tioning each other on attitudes 
towards Fair Trade [he early 
June price war in New York and 
the price 


skirmishes elsewhere 


iround the country are certain to 


come in for discussion 

The Setting. Atlantic City this 
month, as always in July, will be 
attractive on the beaches and stifling 
in the mammoth Auditorium. Pro- 
viding a change in pace from Chi 
cago trade shows, the Atlantic City 
hotel people expect no shortage of 
rooms, although many leading 
boardwalk hotels were sold out in 
mid-May. Those without reserva- 
tions should contact the Atlantic 
City Housing Bureau, which handles 


Atlantic City Auditorium 


rooms for hotels and reservations. 

A “housewares special’’ train will 
run between Chicago and Atlantic 
City for the show. It will leave 
Chicago on Saturday, July 7, on the 
Pennsylvania Railroad, arriving in 
Atlantic City at 8 a.m. Sunday. The 
return special will leave Atlantic 
City on Friday evening. 

Business. At the annual meeting 
of the NHMA board of directors in 
early May, J. A. Kaplan of Joseph 
A. Kaplan & Sons, Inc., New York, 
was elected president of the group, 
succeeding J. W. Alsdorf of Cory 
The board veted a refund of 331 
percent on exhibit fees to exhibitors 
at last January’s Chicago show. The 
refund is the largest ever made by 
NHMA to exhibitors 








Scheduled Meetings 


NAT’L HOUSEWARES & HOME 
APPLIANCE MFRS. EXHIBIT 

Auditorium, Atlantic City 

July 9-13 


50TH ANNUAL MUSIC 
INDUSTRY TRADE SHOW 
Nat'l. Assn. of Music Merchants 
Palmer House, Chicago 
July 16-19 


WESTERN SUMMER MARKET 
Western Merchandise Mart 
San Francisco 
July 16-20 


WESTERN HOUSEWARES SHOW 
Biltmore Hotel, Los Angeles 
August 19-22 


7TH ANNUAL PACIFIC 

ELECTRONIC EXHIBIT 
West Coast Electronic Mfrs. Assn. 
Civic Auditorium, San Francisco 
August 22-24 





Partial List of Atlantic City Housewares Show Exhibitors 


Aladdin Industries, Inc 
Aluminum Cooking 

Utensil Co 
Aluminum Goods 

Mfg. Co 445-447-449-451 
American Electric Mfg. Co. Inc 1345 
Appliance Corp. of America 630-632 
Aristocrat Clock Co 511 
Arvin Industries 582-583-584-681 


1132-34 
418-420-422 


Babcock & Preuss 625-627 
Basic Products Corp 1116 
Berns Mfg. Corp 1307-1309 
Bersted Mfg. Co., Div. of McGraw 
Electric Co 406-408 
Birmingham Stove & Range Co 1130 
Bissell Carpet Sweeper Co 503-601 
Borg-Erickson Corp 645-647 
Brearley Co 314-316 
Brewer-Titchener Corp 621 
Buckeye Aluminum Co 352 
Burgess Vibrocrafters, Inc 812 


Camfield Mfg. Co 144-146 
Capitol Products Co., Inc 1020 
Casco Products Corp.568-570-572-574-576 
Ceramic Clock Co 1118 
Chicago Electric Mfg. Co ..444-46-48-50 
Chrom-Ever Co., Div. of Asquith 
Associetes, Inc 1045 
Clements Mfg. Co 900 
Club Aluminum Products Co 
315-317-319-321 


(* ELECTRICAL MERCHANDISING has prepared 
these portia! listings from information pro- 
vided by the management of the Natl. House- 
wares and Home Appliance Exhibit and has 
made every elfort to include all names of 
interest to the appliance and electrical house 
wares industries, but takes no responsibility 
for errors or omissions.) 
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Continental Scale Corp 332-334 
Corning Glass Works 526-528-530 
Cory Corp 514-516-518-520-522-524 


Davis Mfg. Co 

Dazey Corp 

Detecto Scales, Inc 
Dominion Electric Corp 
Dormeyer Corp 549-551-553-555 
Dulane, Inc. 1333-1335-1337 
E. |. du Pont de Nemours & Co., Inc. 824 


756-758 
513-515 
102-201-202 
469-471-473 


Ekco Products Co 
Enterprise Aluminum Co 
Everedy Co 


301-302-303 
206-208-210 
666-668 


S. W. Farber, Inc 
Federal Tool Corp 
Finders Mfg. Co 
Forman Family, Inc 
Fresh'nd-Aire Co., Div. of 
Cory Corp. . .514-516-518-520-522-524 


407-409-411 
615-617-619 
607-609 
264-266 


General Floorcraft, Inc 1124-1126 
General Slicing Machine 

Co., Inc. . 1017-1019 
Geuder, Paeschke & Frey Co 270-272 


Gits Molding Corp 919 


Haddon Products, Inc 940 
Hamilton Mfg. Corp... 179-180-182-281 
Herculean Appliance Corp 1032-1034 
Hoover Co 282-283 


International Appliance Corp 320 


Kalamazoo Vegetable Parchment Co. 536 
Kamkap, Inc ; 552 


Kewaskum Utensil Co. 245-247 
Kidde Mfg. Co., Inc 139 
KitchenAid Division—Hobart 

Mfg. Co. 575-577 
Kitchen Plastics 911 
Kitchen Queen, Inc. 754 
Knapp Monarch Co 424-426-428-430 


Landers, Frary & 

Clark 333-335-337-339-341 
Lectricovers, Inc. 1350 
Lisk Savory Corp. 538-540 


Manning Bowman & Co., Div. of 

McGraw Electric Co 410-412 
Metal Ware Corp 1100 
Metalcraft Mfg. Corp. 1021 
W. F. Meyer & Sons, Inc. 644-646 
Monark Silver King, Inc 1257 


National Die Casting Co 348-350 
Nesco, Inc. 231-233-235 
Nicro Steel Products Co., Div of 

Cory Corp. . .514-516-518-520-522-524 
Noma Electric Corp. 745-747 
NuTone, Inc. 141-143-145 


John Oster Mfg. Co 1101-1102 


Paragon Electric Co. 1152 
Phoenix Table Mat Co 707-709-711 
Plastray Corp. 1037 
Porcelier Mfg. Co. 464-466 
Porter Carpet Sweeper Co. 268 
Prevore Electric Mfg. Corp. 162 
Proctor Electric Co 706-708-710 


Republic Molding Corp. 203 
Revere Copper and Brass, Inc. 
Rome Mfg. Co., Div.. 506-508-510-512 


Rival Mfg. Co. 472-474-476 
Salmanson & Co., 

Inc. 682-683-684-781 -782-784 
Seal Sac, Inc 356-358 
Sessions Clock Co. 1302-1303 
Seth Thomas Clocks oo ane 
Silex Co. 483-484-581 
Son-Chief Electrics, Inc 211-213 
Sperti Faraday, Inc. ..151 
Stern-Brown, Inc. 532-534 
Superior Electric Products Corp. 312 
O. A. Sutton Corp 1028-1030 
Swing-A-Way Mfg. Co 564-566 


360-362 
274-276 
147-149 


Taylor Instrument Cos. 

Telechron, Inc. 

Textile Mills 

Toastmaster Products Div., 
McGraw Electric Co. 527-529-531 

Traubee Products, Inc. vena 

Tricolator Co., Inc. 1112-1114 


United States Electric Mfg. Corp. 365 


Verd-A-Ray Corp : ... 1314 
Victor Products Corp 1015 
Vollrath Co. 351-353 


E. R. Wagner Mfg. Co. 
Waring Products Corp. 
Welmaid Products, Inc. 344-346 
West Bend Aluminum Co. 544-546 
Westclox ‘ 827 
Westinghouse Electric 

Corp. 738-740-742-744-746 


468-470 
284-381 


Zim Mfg. Co. 249 
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Cth Miiy tt... Chey edie fataped tt-/ 


few NORGE 4a 


ELECTRIC RANGE is Ahi Mld/ 


Tops the field 
in features that 
make selling easy 


viracle oven 
. is 
2nd insulay 2 - 
urs out of 41 Whar 


More Features— 


All Sales Clinchers 
-..and only Norge has them all! 








Electric Minit Master—times cooking per- 
fectly for any period up to 4 hours! 


Tele-Switches— give choice of 7 cooking 

speeds. Located on sloping front panel for better 

visibility .. . easier operation. Saftee Switch pre- 

vents toddler mishaps. 

4-Ways Automatic—turns itself on, cooks a 

delicious meal—when time’s up, turns itself off! . 
Oven, Hi-lo unit, Deep Well Cooker, or Appliance Model E-77 
outlet all work automatically. 


Char-Coil Broiler—barbecues, grills, or broils 
without smoking up the kitchen. 





Add these to dozens of other smart features 
women are looking for, and you have a picture of 
the new Norge Electric Ranges—the line with the 
real dealer payoff! 
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What happens fo appliance sales 


when [li hits Philadelphia? 


S YON after LIFE reaches Philadelphia 
each week, it begins to affect the way 
people think and act, live and enjoy life, 


buy and sell. 


As the examples on the opposite page 
show, LIFE affects the manufacturing, 
wholesaling and retailing of appliances in 


Philadelphia. 
It is easy to understand why LIFE has 
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such a powerful and penetrating influence 
for nearly 3 out of 5 people in the city are 
LIFE readers. 

LIFE has the same influence on city 
after city, town after town, across the na- 
tion. Each issue of LIFE is read by 23,- 
950,000 people and this audience grows to 
include over half the nation in 13 issues. 


Only LIFE brings graphic picture-and- 


JULY, 


word reporting of all events. Only LIFE 
communicates ideas so quickly to so many 
people. Only LIFE has such /ocal impact. 

Knowing these facts, appliance dealers 
tie in more often with more success with 
LIFE than with any other magazine. 

To sell more appliances, capitalize in 
your store on LIFE’s local impact on your 
town. Tie in regularly. 
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Manufacturers, distributors and dealers 


feel LIFE’s impact 


yee 


ssypihg abe 


RCA Victor Vice-president in charge of consumer sales, Joseph B. Elliott Philco Corporation President William Balderston: “LIFE is an important 
“LIFE’s tremendous local impact on Philadelphia, as on other markets, local and national influence. I am impressed when reading LIFE’s timely 
greatly helped *45° records to gain more than 40°% of total record sales in editorials and news coverage with the editors’ awareness of their responsi- 
this market.” 


bilities to America.” 
: “ 
bi] 
4 


a 


1 Mas 


Distributor Raymond Rosen, President of Raymond Rosen and Com- Dealer Mort Farr, President of the National Appliance and Radio Dealers 
pany: “Our sales campaigns, tied in with LIFE, have consistently increased Assn.: “LIFE-advertised products are pre-sold. We capitalize on LIFE’s 
business. We depend on LIFE for the local coverage needed to promote our local power by using tie-in displays, newspaper, radio, and TV advertising 
products in our distributing area.” to tell Philadelphians we carry LIFE products.” 


First in circulation 
First in readership 
First in advertising revenue 


e o a 
First with appliance dealers 
9 Rockefeller Plaza, New York 20, N. Y. 
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Use LIFE’s local impact on 


your town... promote 


these LIFE-advertised products 


MAJOR APPLIANCES 
July 2 Borg-Warner Institutional 
spread 
July 9 Kelvinator Refrigerator —pg., ¢ 
Fedders Quigan Aur Condition- 
ers 4 pave 
July 16 Hotpoint “Super Star” Refrig- 
erator—spread, color 
Frigidaire Refrigerator—pg., ¢ 
July 23 Bendix Automatic Washer & 
Dryer—page, color 
G-E Refrigerator—| 
Fedders Quigan Air Condition- 


age, COIOT 


4 pare 


SMALLER APPLIANCES 
AND HOUSEWARES 


July 2 American Thermos Bottles 


4 page 
Dazey Kitchen Accessories 
56 lines 
Burgess Batteries—14 lines 
July 9 G-E Toasters—'4 page 
Rid-Jid Ironing Tables—'4 pe 
Clorox—'% page 
Kisco Window Fans—28 lines 
Smoothedge Carpet Grippers 
14 lines 
July 16 Minneapolis-Honeywell Auto- 
matic Controls—page 
O’Cedar Dri-Glo Furniture 
Polish—page 


Good-Aire & Aer-A-Sol House- 


hold Deodorant—4 page 
Dazey Kitchen Accessories 
56 lines 
July 23 American Turpentine Farmers 
Assn. Turpentine—4 page 
July 30 Dazey Kitchen Accessories 


56 lines 


HOME FURNISHINGS 
July 2 Welsh Juvenile Furniture— 
Vy page 
July 16 Kroehler Furniture—page, c 
July 23 Englander Mattress—page, ¢ 
Playtex Pillows—page 
Perm-A-Lator Wire Insulators 


56 lines 


July 30 Cannon Sheets & Towels— 
spread, color 
Lane Cedar Chest—page, color 
Pepperell Sheets—page 
Welsh Juvenile Furniture— 


Vm page 


RADIOS, TV, RECORDS, 
AND INSTRUMENTS 
July 16 G-E TV Tubes—page 
RCA Home Instruments— 
V4 page 
July 30 RCA Victor Radio & TV— 


Wy page 


JEWELRY, CLOCKS, AND 
WATCHES 
July 16 Swiss Federation of Watch 
Manufacturers—page, color 
1881 (R) Rogers (R) 
Silverplate—'4 page 
Westclox Clocks—4 page 
July 23 De Beers Diamonds—page, c. 
Rings O° Romance—page 
G-E Clocks—! 2 page 
July 30 Liberty Watches—56 lines 


STATIONERY REQUISITES 
AND CAMERA SUPPLIES 
July 2 Ansco Film—page, color 
Cine Kodak—page, color 
B. B. Pens—'% page 
Beacon Cameras—¥ page 
July 9 Burroughs Adding Machine— 
Vy page 
July 16 Eastman Kodak—page, color 
Scotch Cellophane Tape— 
page, color 
Ansco Film—¥y page 
Gibson Greeting Cards— pg 
July 30 Cine Kodak—page, color 


OTHER 
July 2 6-12 Insect Repellent— page 
July 9 Potassium Cyanate—'4 page 
Doepke Model Toys—'% page 
July 16 6-12 Insect Repellent—ly page 
Skat—'% page 
July 23 Doepke Model Toys—y page 


ADVERTISED IN 


iz: 


100 





OFFICIALS of the National Assn. of Electrical Distributors compare notes dur- 
ing their Atlantic City meeting. Standing is W. G. Peirce, Jr., re-elected head 
f the Association. Seated from left to right are Raymond Rosen, K. G. Gillespie, 
and Benjamin Gross, re-elected chairman of NAED‘S appliance division 


TV Steals Show at NAED's 
43rd Annual Convention 


Appliance division delegates 
find themselves pre-occupied 
with video; Peirce re-elected 


(For pictures of the convention, see page 150) 


nexpected events and unsched- 
speakers stole the show at the 
liance division meetings of the 
annual convention of the Na- 
al Assn. of Electrical Distrib 

rs in Atlantic City in May 
Although electric housewares got 
» billing on the two-day appliance 
rogram, interest centered on tele 
Distributors on the program 
themselves constantly refer- 
» the wayward TV market and 
sions sessions were con- 
d by passage of a resolution 
calling for the creation of an indus- 
try committee to promote the ad- 
ement and welfare of the indus- 

try 

Mort Farr, an unscheduled 
speaker on the final appliance sec- 
tion program, told the distributors 
that they could stop television auc 
tions if they had the 
cancel a couple of franchises.”’ Dis 
tributors in the audience who had 


“courage to 


spent two days getting advice from 
manufacturers suddenly found Farr, 
president of the National Appliance 
ind Radio Dealers Assn., giving 
hen lvice from the retailer's view 
another unscheduled—and 

iewhat unexpected—event tended 

to move the prepared program fur- 
ther into the background. The Su- 
preme Court's decision on fair trade 
laws reached the distributors just as 


Ww 


they prepared to open their meeting 
Interest in the decision led to an 
impromptu review of the question 
by the group's legal counsel 

The Manufacturers. Appliance di- 
vision members heard Charles A 
Morrow, vice-president in charge ot 
sales, Mullins Mfg. Co., urge them 
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to take ten steps to “carry your or- 
ganizations safely beyond this econ 
omy of uncertainty through which 
we are now passing.” The ten steps 
were: 1) departmentalize the busi- 
ness; 2) develop more capable assist- 
ants and delegate more authority 
to them; 3) maintain faithful sales- 
men who have “proved their worth”; 
4) administer advertising funds 
wisely; 5) hold more dealer-manage- 
ment meetings; 6) visit dealers more 
regularly; 7) initiate and sustain 
more dealer-training meetings; 8) re- 
cruit sales manpower for dealers; 
9) see that dealers sell prospects on 
lay-away plans; 10) show the “same 
leadership and enthusiasm that 
brought your first successes.” 
Phileo vice-president Walt 
Eichelberger told the distributors tc 
ask themselves if they were “coast 
ing or driving.” He said that today’s 
problem was whether “we can find 
enough customers” and that the an- 
swer was yes, if the industry util- 
ized sound merchandising plans. In 
outlining what he would do if he 
were still a distributor, Eichelberger 
said that he would offer dealers a 
business counseling service, provide 
dealer training, lay out a selling plan 
for the dealer, emphasize outside 
selling, employ specialists to sell 
various lines, go to work on newer 
appliances and cooperate with util- 
ities. He warned against letting the 
pressures of the TV market force 
the distributor to “go overboard” 
on TV to the neglect of other lines 
Housewares Show. A professional 
stage production, “Billion Dollar 
Baby”, highlighted the presentation 
(Continued on page 103) 
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You can offer all the best selling features 
with FLORENCE Electric Ranges 





e Big, colorful ads are 


running this year in these 
national magazines — 
Saturday Evening Post, 
Better Homes & Gardens, 
Good Housekeeping, 
Me ill’s Household, 
Country Gentleman. Let 
people in your commu- 
nity know you feature 
Florence—see the differ- 


ence In increased sales. 


1 \\ \ 
ELECTRIC RANGES 4 GAS RANGES 4 





MP-1A Pressure Cooker 


Can be used in Deep-Well Unit 





Duplex’’ Deep-Well 
Cooker Converts to Surface Unit 











Smart Styling. 


Flush-to-Wall 
Installation 


Titanium Porcelain 
Finish 


ORE AND MORE electric ranges are being sold 

every day! It’s the modern way to cook; the 
clean, fast, automatic way. And every housewife 
is a potential customer for a new Florence...the 
electric range that offers more of what most 
women want. 

Florence Ranges and Heaters will be pre-sold 
to American women in the country’s foremost 
magazines...month after month, 

Your customers are protected by the Florence 
Electric Range warranty...and by well-known 
Underwriters’ Laboratories, Inc., plus the Good 
Housekeeping Seal. 





\ 








FLORENCE OFFERS EVERYTHING EVERY DEALER NEEDS: 


~ Full line of cooking and heating 
appliances ... for every fuel... 
for every budget. 
Top-quality . . 
priced. 
A good margin of profit for you. 
Sparkling, eye-catching design. 
Work-saving features that close 
sales. 


Consumer acceptance that builds 
demand. 


. competitively 





\ 
LP-GAS RANGES\* OIL RANGES 


COMBINATION RANGES * OIL HEATERS * GAS HEATERS 


FLORENCE STOVE COMPANY...General Sales Offices and Plant: Gardner, Mass. Mid-Western Plant: Kankakee, lilinois. 
Southern Plant: Lewisburg, Tennessee. Other Sales Offices: 1 Park Avenue, New York; 1452A Merchandise Mort, Chicago; 
471 Western Merchandise Mart, San Francisco; 53 Alobema St., $.W., Atlanta; 301 North Market St, Dallas. 
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Deluxe Backguard 
and Top tight 


Centralized Control Panel 
High-Speed Surface Units 


Automatic Oven Timer 
and Electric Clock 


Pre-Heat Oven Thermostat 
Indicator Lights 


Timed Appliance 
Outlet 


Standard Appliance 
Outlet 


Arkless 5-heat 
Switches 


Large Size Oven 
with Oven Light 


Look-in Oven 
Window 


Porcelained 
Oven Lining 


Chrome 
Oven Racks 


Full-Size 
Warming Oven 


2 Roomy 
Service Drawers 


Recessed Base 


¥” Co-op advertising plan. 

” Full color point-of-sales displays. 

~” Complete selection of dealer sales 
helps. 

“ Warehousing facilities for better 
service. 

” Big-company resources — 3 modern 
plants. 

“ Continuous research and product 
improvement. 

~’ Over three-quarters of a century of 
experience — a tradition of value. 





\ 
nges and Heaters 


Ef 
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You haven't sold a complete MIXER if it doesn’t have a GRINDER! 


DORMEYER OFFERS YOUR CUSTOMERS ALL THESE FEATURES! 


Electric Food Grinder and 
juicer, all accessories and big 
recipe book at NO EXTRA 
COST with the Dormeyer 
Food-F ixer! 


Built-in Power Drive for 
grinder, juicer— no awkward, 
costly adapters, needed with 
the Dormeyer Food-Fixer! 


y 


10 Recipe-Tested Speeds on dial 
selector — just a flick of the finger 
for perfect results every time with 
the quick, easy-to-use Dormeyer 
Food-Fixer! 


Removable, Light-Weight Mixing 
Head and simple, automatic finger- 
tip controlled beater release speed 
kitchen tasks with the Dormeyer 
Food-Fixer! 


ry, 


/ Famous Magic-Mix Arm assures 


quick, thorough, even mixing from 
side through center of bowl — cakes 
are higher, lighter, tastier with the 
Dormeyer Food-Fixer! 


Automatic Governor - Controlled 
Motor, beautiful modern design 
and sturdy, long-lasting quality 
means years of enjoyment with the 
Dormeyer Food-Fixer! 


PUSH DORMEVER-Give Your Customers More Velue for Less Money! 


DORMEVER 
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Got a Nose for 
Dee -Pryer Sales Peatures! 


FAMOUS 
“ “” 
DRAIN-AWAY 
FAUCET 
¥ at 


sh 


GUARANTEED“. 
“ 


DORMEYER 
FRI-WELL 


The Automatic Electric Deep-Fryer 


Aut omatically 


Deep Fry 


with Safe ‘‘Drain-Away”’ Faucet 


With the new Dormeyer Fri-Well you can sell 
speed, ease and perfection in deep-frying never 
known before. You can promise the most deli- 
cious, tender, golden-brown deep-fried foods ever 
tasted. And look at these other big sure-sell fea- 
tures: the Fri-Well’s safe “Drain-Away” Faucet 
eliminates dangerous, messy hand-pouring 
allows fast, easy cleaning; the Fri-Well deep- 
fries 6 big portions in a matter of minutes; its 
automatic thermostat control assures “just right” 
results every time; even, thorough cooking is 
assured by Monotube heating unit through three 
sides; no scorching or burning because food par- 
ticles settle into special “cold well’. America’s 
most famous deep-fryer sells quickly, easily 
order right away. 


Sel Faster, Profit More with 
DORMEYER THE LEADER 




















GUARANTEED @) cunnantero) 








DORMEYER MEAL-MAKER® To) DORMEYVER BLENDER © 1: hique 
dollar value! The Meal-Maker is fies 

complete—grinds, juices. mixes purees 

has portable mixing head, dial ing left-overs, fruit drinks, sauces 
operation. All attachments and big ete ig 32 oz. container. Includes 
recipe book included at no extra cost 


DORMEYVER TOASTMAKER 
’ Packed with selling features in 
cluding scientific toast timer for 
light, golden brown or dark toast; 
automatic pop-up; automatic re- 
new recipe book warming 


_ Dormeyer Corporation + 4300 N. Kilpatrick Avenve - Chicago 41, Illinois 
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MORROW: ten steps to beat the 
“economy of uncertainty.” 


EICHELBERGER: are you ‘‘coasting 


or are you driving?” 


NAED MEETS AT ATLANTIC CITY 





by the electric housewares commit- 
tee. The show was designed to show 
distributors how much extra vol 
ume can be achieved through elec- 
tric housewares and to give them 
methods for getting such business. 
( A. D’Elia, chairman of the 
NAED electric housewares commit- 
tee and R. M. Oliver, of Landers, 
Frary & Clark, introduced the play. 
Oliver pointed out that a dozen 
years ago “what is happening this 
morning could not have taken 
place.” He said electric housewares 
then were the “misunderstood and 
unwanted stepchild of a great indus 
try. Now, they are a billion dollar 
business.” 

Major Appliances. K. C. Gilles- 
pie, chairman of the NAED major 
appliances committee, reporting on 
meetings the industry advisory com 
mittee had held in Washington, said 
that in five months distributors 
would be happy with the inventories 
they have today. He said that nickel 
is critical and that steel, too, is in 
short supply. He asked distributors 
to contact their local chambers of 
commerce in promoting a coming 
scrap drive. He said that distrib- 
utors will have as much merchan- 
dise this year as in 1949, Although 
he was confident that “more sen- 
sible” government planning must 
come, and will help when it does 
come, he warned that distributors 
must still do a selling job. 

Resolutions. The convention ap- 
proved a number of resolutions dur- 
ing its sessions. The group voted 
unanimously to seek liberalization 
of Regulation W’s term, to send in- 
formation on the group's fight 
against national rates on coopera 
tive ads to all daily papers, to sup- 
port the NEMA electric housewares 
drive, to Oppose increases in excise 
taxes, to urge processing of TV sta- 
tion applicants and to take the lead 
in developing the  intra-industry 
committee for the advancement of 
television. 

Jenjamin Gross of Gross Dis- 
tributors, New York, was re-elected 
chairman of the appliance division 
committee and D’Elia was re-elected 


to the board of governors. During 
the convention it was announced 
that W. G. Peirce, Jr., had been re- 
elected as president of the associa 
tion, 

In other elections, Francis Stern 
of Stern & Co., Hartford, and 
Titus B. Schmid, Crescent Electric 
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Supply, Dubuque, were named to 
the executive committee. George 
Hessler of Graybar was re-named 
to the committee. 

Newly elected members of the 
board of governors are Paul O 
West, Doubleday Electric, Nelson 
Powell, Dyer-Clark, E. M. O’Don- 
nell, O'Donnell Distributors, A 
tromm, Hi-Fro Electric Supply; J. 
A. Mayer, Graybar, Ben S. Cambill, 
Braid Electric, Peter Sampson, The 
Sampson Co., Paul H. Keller, Peer- 
less Electric Supply, George Albiez, 
Englewood Electric Supply, and Nat 
Breitenmoser, Lighting Fixture and 
Supply Co. Schmid and E. J. Rueth 
were re-named to the board of gov 
ernors. 

The Unscheduled. Pre-occupation 
with the problems of the television 
market was evident at the conven 
tion. Eichelberger’s warning against 
neglecting other products in favor 
of TV had been preceded by a num 
ber of remarks, both serious and 
humorous, by distributors them- 
selves. Gross spoke out sharply 
against transhipping and Harry 
Alter, chairman of the group’s radio 
TV committee listed a number of 
steps distributors could take to set 
tle the TV market 

Farr urged the distributor execu 
tives attending the convention to get 
out into the field and talk to the 
dealer more often. He also urged 
them to assign salesmen to dealers 
by the size of the dealer's business 
rather than strictly by territory. He 
said that distributor salesmen call- 
ing on large and small dealers alike 
face completely different problems 
and could be of more use 1 they 
were expected to handle only one 
type of dealer 

President’s Report. Peirce warned 
the group during the first general 
session of the convention that “our 
products will be produced in vary- 
ing degrees of supply because of 
other than normal supply and de- 
mand causes.” In answering the 
question “what can we distributors 
do about it,” Peirce suggested that 
members of the Association “get 
back to our real job, which is sell- 
ing.” He urged the distributors also 
to improve their position as “the 
link between dealers, consumers and 
the factories that we represent.” 
And he suggested that “we can be 
useful to government, properly ad 
vising them of conditions and in 
letting them know our opinions.” 


PAGE 103 





concrete vibrators and a wide range of 
ind maintenance equipment the wor 3 
single nder ve 


Ri buy with confidence when machines, 
tools, and appliances are powered by 
Briggs & Stratton the recognized leader in 
single-cylinder, 4-cycle, air-cooled gasoline 
engines. Briggs & Stratton Corporation, 
Milwaukee 1, Wis., U.S. A. 


In the automotive field Briggs & Stratton is the recognized leader 


and world’s largest producer of locks, keys and related equipment. 


Court Decision On Color 
Leaves Issue Unsettled 


CBS begins color programs quickly 
but big set-makers await reaction 
of the public before making sets 


Columbia Broadcasting Sys- 

won another round in its fight 

for adoption of its color telecasting 

system in late May as the Supreme 

Court ruled 8-0 to uphold the FCC 

decision allowing CBS to begin 

color commercially 

But trade circles were still uncer- 

14in just how much closer color was, 

ven after the Court’s action. This 
much seemed clear however: 


ommercial color telecasts 


« 
would 


be underway within a matter 
rf ter the Court’s decision, 
he end of June 

most of the big set manufactur 
ers would be willing to go along 
with the CBS system only if public 
demand developed for such color 

development work on compati 
ble sets would be continued, and 
the FCC was still willing to con 
sider new color systems 

The Decision. Last October thx 

FCC ruled that Columbia could be 
gin commercial color programs in 
late November Radio Corp. of 
America promptly appealed the FCC 
ruling and while a lower court in 
Chicago sided with the FCC, it 
nevertheless granted an injunctio1 
against the introduction of the CBS 
system until the Supreme Court 
1 rule on the question 
rhe basis of RCA’s complaint was 

, 


that the FCC order had been en- 


ered “arbitrarily an 


} 
coul 


capriciously, 

without the support of substantial 

evidence, against the public interest, 
ind contrary to law.” 

\fter commenting that “all parties 

given a justifiable fact 

commission has power 

what it did in 

ajority opinion ren 

e Black went on t 

e controversy could 

a single questior 

t commission as a mat 

law erred in concluding that 

>S system had reached a stat 


nt which justified its 
the exclusion of 
ers. Justice Black 
ere is no doubt but 


at a ‘com le’ system would be 


oth 
hat “tl 


desirable ut he pointed out that 
hat further delay was 

to pay for possible 

future He 
luded that the FCC's de- 

tainly cannot be held ca- 

p 1 said that “courts 
should not overrule an administra- 
tive decision merely because they 
with its wisdom.” He 
1 witl 


disagree 


agrees 1 the ¢ ago court that 


decision was “not arbitrary 
the public’s interest as a 
matter of law 

Justice Frankfurter did not dis- 
he Court's 8-0 opinion 
but he issued an opinion expressing 


sent from t 


doubt as to the advisability of adopt- 
ing an incompatible system 

The Reaction. RCA promptly an- 
nounced that it would go ahead with 
its public demonstrations of an “im- 
proved compatible  all-electronic” 
color system. The company con- 


tended that “approval of the com 
patible system would save present 
set owners about a billion dollars 
and would avoid waste of material 
and labor.” 

In early June the National Tele- 
vision System Committee issued a 
report outlining the “broad frame- 
work of a new composite system of 
color television.” In a letter accom- 
panying the report G-E’s Dr. W. R 
G. Baker said that it “demonstrates 


he considerable progress that has 


been made toward achieving a com 
patible television system.” The race 
to develop a compatible system was 
on. 

Speaking for his own company, Dr. 
Baker warned that against the back- 
ground of NPA restrictions on TV 
broadcast construction, exclusion of 
rV set production from CMP allo- 
cations and tight credit regulations 
it was impossible for GE to “reach 

immediate conclusions on its 


s 1 the color television 


n DuMont pointed out 
decision does not alter 
general situation in color in so 
s we are concerned. We still 
he CBS mechanical color sys- 
not suitable for the public.” 
chairman Wayne Coy ap- 
before a Senate committee 
Supreme Court de- 
vuunced and during 
the hearing told the 
FCC is “not foreclos 
new development that is 
in the public interest 

Color’s Chances. Coy told the 
senate group that he expec ted color 
telecasting before the end of the 
summer but CBS officials were con- 
1 at color broadcasting would 

ng before that time 
What al peared to be more ques- 
t the availability of con- 
nd adapters Air King 


ied on pa 108) 


ionable was 


TV for Japan 


CAPEHART-FARNSWORTH export 
sales manager A. J. Gilardi loads a 
TV set on a TWA airliner enroute to 
Tokyo. Japan has no commercial 
telecasting; the set was shipped for 
exhibition at the Japanese National 
Trade Show. 
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See them at Atlantic City! 


BOOTH 825, NATIONAL HOUSEWARES EXHIBIT 


JULY 9-13 


Seth ( 


THE FINEST NAME IN CLOCKS Seth Thomas Clocks 
Division of General Time Corporation 
Thomaston, Conn. 
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Emphasize 
the CHROMALOX 
DIFFERENCE 


Just watch how quickly summer electric range 
sales are closed when you point out the ‘'2-units- 
in-l"’ feature of any Chromalox electric range unit | 

Here's heat that can be confined to small JS 

Ss 

utensils in which much cooking is done. rN aan 

Here’s a unit that doesn’t waste heat, that IE at 
doesn't cook the cook, that does make ai] —_—-= 
the difference in kitchen comfort, not only on —_— 
summer days but all year ‘round. 





For easy hot-weather selling, emphasize this 
big Chromalox advantage. And point out too, 
that the Chromalox ‘'2-units-in-l" design also 
saves up to 45% of electricity used for cooking 
in small utensils. 


Chromalox Electric Cooking 


con keep kitchens 8° to 11° Cooler! 


Inner Hot Spot Alone for 
Small Pots and Pans— 


Ma waste batch a co 
eb st AS IEEE TOT 


Handles stay Cooler-Can't burn 


Accurately controlled heat 
that goes evenly into 
large cooking utensils 


Gn Me comple Slog om the uity & Quiche, Catitr, Cactruc Kange Sales 
Write for the valuable booklet “The Switch 


is On." It will help you and your men to 
close more electric range sales in less time. 


Up and out for 
thorough washing. 


Only one port 
to remove 


Cin ROIM ALO 


(SD ladle Cooking at Ht Butt! an 


EDWIN L. WIEGAND COMPANY, 7525 THOMAS BOULEVARD, PITTSBURGH 8, PA. 


Want Extra Profits? 


HOT-WATER 


REPLACEMENT 


HEATERS 


WRITE FOR DATA SHEETS 


GOING TO WAR, shoppers in Macy's electric housewares section compare 


irons and attempt to get hold of a salesman 
(Wide World photo 


first week of price war 


Picture was taken during 


Fair Trade Decision Sets 
Stage for Price Wars 


Electric housewares among first 
items to be slashed by warring 
New York City department stores 


By the end of the first week in 
set off by the 
Supreme Court decision invalidating 
an important peg in Fair Trade 
laws had settled down to skirmish- 


June the “price wars” 


ing action on a number of fronts 

But the semi-truce was an uneasy 
one and everyone in the business 
was watching everyone else for some 
sign that heavy price cutting might 
return. In the meantime, the prob- 
lem of what to do with the warring 
retailers was being fought out in 
court actions, in legislative inquiries, 
and in meetings among manufac- 
turers and distributors 

How It Started. On the third 
Monday in May the Supreme Court 
handed down a 6-3 decision that the 
Miller-Tydings Act permitting price 
maintenance in those states which 
had such laws did not cover the 
non-signer provisions of those laws 
Che court ruled that inasfar as prod 
ucts in interstate trade are con- 
cerned, only retailers signing Fair 
[rade agreements could be required 
to maintain Fair Trade prices 

To industries whose _ products 
have been fair traded, the Court 
decision was a heavy blow. The 
non-signer provisions have tradi 
tionally been the backbone of the 
fair trade agreements since 

Fair trade supporters took some 
consolation from three 
First, the decision actually upheld 
the constitutionality of Miller-Tyd 
ings, the 
Court had 
lecision found only that the federal 
ict did not mention no a 


sources 


first time that the Supreme 


so ruled. The majorit 


signer pro- 
Second, 


contracts covering products 


ot the state act 


er-state competition are 
And third, non-signer 
ire still valid 
Trade 
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need, however, to look to future 
decisions [he present one had 
wreaked enough havoc 

War. One week after the Court's 
decision was handed down the fire- 
works started in New York. As 
might have been expected, they 
started with Macy’s, long one of the 
strongest opponents of Fair Trade 
In the papers of Monday, May 28, 
the store announced that “Now you 
can buy 5,978 ‘price-fixed’ items at 
less than  price-fixed prices — at 
Macy's”. 

In the preceding week, ads by 
Gimbel’s had warned their mid-town 
competitors that Gimbels would 
meet lower prices. Against this 
background, what happened was in- 
evitable. A real price war began, the 
city’s leading department stores 
gathered in thousands of dollars 
worth of free publicity, and Mr. and 
Mrs. Consumer began jamming the 
stores. 

The war was confined to consider- 
ably less than 5,978 products 
Electric housewares, a few drug 
items, men’s suits and some gift 
items were the principal targets 
Prices were knocked downward sev- 
eral times a day—as fast as compari- 
sion shoppers could report on what 
the competition was doing. Al- 
though it was practically impossible 
to keep track of all the reductions on 
all the items, here’s a representative 
list of appliance “casualties” in the 


warfare 


Fair Lowest 
Trade War 
Item Price Price 


Sunbeam Mixmaster $46.50 $26.59 
Toastmaster toaster 23.00 14.72 
Dormeyer mixer 46.50 28.19 
Proctor steam iron 15.45 8.95 
Universal Coffeematic 29.95 18.83 
Westinghouse toaster 22.95 13.11 
Lewyt cleaners 89.95 49.00 
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The Nation’s 





No. 1 Beauty 


Only Coleman 


Oil Heaters Have These Big 3 Sales Features 


Nothing has ’em beat! ...Coleman’s great line of 
magnificent Oil Space Heaters built full of sell to in- 
troduce exclusive new features. Look at the lovely, 
lithe lines that make Coleman the pride of any 
housewife’s home. See the burner with efficiency 
that guarantees big heat production at low fuel 


expense. See the airflow construction that gives big 
volume warm air movement for a better heated 
home. A dealer’s dream, a family’s pride—a com- 
plete unrivaled line of 12 sparkling models... one 
for every purpose, one for every purse. Win with Cole- 
man! The Coleman Company, Inc., Wichita 1, Kans. 


Coleman's BIG 3 puts heaters in homes, profits in pockets 
FUEL-AIR CONTROL. The Coleman exclusive that saves up to 25% on fuel. 


at new line 


of Coleman Gas Heaters 


information, conaul® 
n distributor oO 
The Coleman 


Also a gre 


You get the same high efficiency on low fire or high fire. Automatically 
assures just the right draft to burn fuel without waste. 


DECORATOR BEAUTY. The new beauty appeal that brings customers in. 
Exquisite design that wraps robust construction in glamorous beauty. It’s 
easy for a woman to picture a Coleman in her home. 


anaes LOW PRICE. Aristocratic appearance and top heating performance at prices 
brought low by Coleman skilled engineering and mass production capacity. 


Another big sales appeal that puts you ahead with Coleman. 








Comfort costs so little 
with a Coleman, America's 
leader in home heating 


Coleman Oil Heaters are 
listed under label service by 
Underwriters’ Laboratories. 
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PRICE WAR 
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Who Won. For several days the 
department stores had June-in- 
Christmas crowds on their hands. 
Then stocks of some of the most 
widely publicized items ran out. At 
about the same time attendance fell 
off. And the law suits began. 

For the stores involved, the price 
war had meant a week of business 
seldom seen before at this season 
of the year. It had meant hundreds 
of inches of copy in leading news- 
papers. And it meant that many 
top-heavy inventories had _ been 
cleared out. Many observers, in 


fact, thought that the inventories 





had been almost as big a factor in 
starting the war as had the Court 
decision. 
Nowhere else did the war reach 
the proportions it did in New York 
There were rumblings in Memphis, 
San Francisco, Omaha and other 
cities, but nowhere did it measure 
up to the New York example 
/ The Legal War. The first legal 
id 3 weapon in the New York war was a 
lj S eak ; ‘ request for a temporary injunction 
symbo ize D d against Macy's by a small drug store 
. = . owner. Bulova and Benrus sought 
f mance inl ’ injunctions against S. Klein when 
per OF | + H that ready-to-wear store began sell- 
‘ ing watches at 50 percent off. And 
lectrically-heated | ; 4 the unfair trade practices committee 
e 3 | > Sy bs ‘ of the New York state legislature 
. am ‘ ’ ; launched an investigation of the 
appliances ee =s price wars 
” 1 : ; And Now. As the New York situ- 
p— a a ation quieted down somewhat in 
early June, retailers began asking 
about the future of resale price main- 
tenance. Some manufacturers were 
considering plans under which each 
distributor and retailer would sign 
a fair trade agreement, thus elimi 
nating the non-signer clause. Such 
action has always in the past been 
opposed by some of the biggest 
stores and it remained to be seen 
how many manufacturers would 
give up sizable volume to secure 
such agreements. 
years of systematic research and develop- is specified by foremost appliance manufac- As June wore on it became obvi- 
, ous that it would take a matter of 
ment—has become the standard of quality turers thruout the United States. When weeks (or even months) of “living” 
7 with the new marketing situation 
and dependability in electrical heating alloys. you insist upon Nichrome heating elements, before it would be safe to draw any 
: conclusions. And in the meantime, 
To gain consumer preference, maintain therefore, you benefit by the wisdom of top- the threat of war hung heavy over 
the trade. 





... because Nichrome is the result of trouble-free performance the world over. It 


customer satisfaction, win life-long friends flight engineers and marketers . . . provide 


for the merchandise in your store, you can do yourself with a sensational plus value at your 


COLOR TV 


mmm CONTINUED FROM PAGE 104 cme 


no better than make sure that all the electric- point of sale. 


ally-heated appliances you handle have heat- During the present emergency, strategic 


ing elements of Nichrome. metals are unavoidably on allocation, but we Products promptly announced that 
it was preparing to produce color 
receivers which would also receive 
standard black and white television 
pictures. The company said that 
the sets would be available during 
the summer and also announced that 
it will turn out color “companion 
pieces” for those already owning 
‘ ‘ black and white receivers. In addi- 

ns 4 | me ' tion, the firm will produce inter- 

Dri ver-Harris Company \ IV nally adapted receivers which will 

*, j produce black and white pictures 
HARRISON, NEW JERSEY from either color transmissions or 
standard black and white transmis- 

BRANCHES: Chicago, Detroit, Cleveland, Los Angeles, San Francisco sions. 

Several other smaller manufactur 
ers announced plans to produce 
color sets,:converters or adapters. 
But by and large the whole color 
question was still unsolved, despite 
the Court's decision 


Nichrome is universally famous—recog- shall continue to serve appliance manufacturers 


nized as the very symbol of durability and to the best of our ability. 


Manufactured and sold in Canado by The 8B. GREENING WIRE COMPANY, LTD., Hamilton, Ontario, Canada 


*T.M. Reg. U.S. Pat. OF. 
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omen (ee the Cmpenin 
AA Yd Ct 180! 


Of the four leading women’s service maga- 


zines, the COMPANION ranks first in 
amount of space devoted to equipment 
features—first throughout 1950 and during 
the first five months of this year. 


Take advantage of this complete, expert and 
eye-catching coverage of your field. Build 
counter and window displays around the 


COMPANION’S timely articles on electrical 
appliances. You'll find that women use the 
CoMPANION—that your sales will go up if 
you use it too. 


And remember, it’s always good business to 
spotlight merchandise advertised in the 


COMPANION (listed at right). 


ALREADY PRE-SOLD 
FOR YOU! 


Getar 


Admiral Dual-Temp 
Refrigerator 

Arvin Electric 
Housewares 

Cadillac Vacuum 
Cleaners 

Casco 51 Steam & 
Dry Iron 

Frigidaire 

Frigidaire Electric 
Ranges 

General Electric 
Automatic 
Dishwasher 

General Electric 
Steam & Dry Iron 

General Electric 
Visualizer lron 

eT -Tal-tee] Mt i-lalale 
Washers & lroners 

General Mills 
Automatic Toaster 

General Mills Steam 
lroning Attachment 

General Mills 
Tru-Heat Iron 

Kalamazoo Home 
Appliances 


Lewyt Vacuum Cleaner 


Maytag Washers 


Motorola Portable 
Radios 
Pfaff Sewing Machine 
Philco Home Freezer 
Servel Refrigerator 
Sunbeam Ironmaster 
Sunbeam Mixmaster 
Universal Coffeematic 
Universal Refrig-a-Dor 
Universal Stroke-Sav-r 
lron 
Universal Washers & 
lroners 
Westinghouse 
Food Crafter 
Westinghouse Frost- 


Free Refrigerator 


Average Circulation: 


More than 4,000,000 White Sewing Machines 


—( '(MPANION 


Youngstown Kitchens 
\ Dishwasher 
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You're off to 
a flying start with 
these two lines 





1. THE WASHLINE is your market... 
50,000,000 women strong (or, rather, weak). 
Fifty million women still are using washlines and 


not liking it. The sky’s the limit if you get set now 
to tap the automatic dryer market! 


The automatic dryer ends the most backbreaking 
washday job, gives sweeter, more sanitary wash than 
sun drying. So move in with one of the best-known 


names in the home laundry field — LOVELL. 


Lovell introduced a dryer more than 11 years ago, 
and today makes tumble-type drying units for APEX, 
BARTON, CONLON, DEXTER, HAAG, HORTON, 
THOR, and others. Dryers, of course, are in short sup- 
ply. Lovell is making as many units as materials permit. 


America’s newest household blessing 


ructaic DRYING UNITS 


LOVELL MANUFACTURING COMPANY ~« ERIE, PA. 


Also makers of famous Lovell Pressure Cleansing Wringers 


Look for the Lovell 
DRI-RITE single dial control 





NOTE: Prices given are those prevailing at close of issue. 


COOLERATOR Freezer 
The Coolerator Co., Duluth, 1, Minn. 
wlerator Zer-O-Stor freezer 


ca 
over 450 Ibs 
1 regular storage com 
special quick Ireeze sec 
Nichrome wire baskets 
A Tr ay, a shallow 
homemaker take 
; illuminated 
ated by auto 

streamli1 
ebony 


un 
imseh 


ROYAL Cleaners 
The P. A. Geier Co., Cleveland 8, Ohio 


Models: Nos. 290A, 280, 270 and 250 
cylinder type cleaners 

Selling Features: No. 290-A, a com 
plete home cleaning system—features 
a new power unit with horizontal type 
motor; leakproof swivel floor nozzle 
with floating brush airtight hose and 
tool connections; filter traps fine dust 
finger touch clamps for easy removal 
of dust receptacle; “Toss-Out” pape 

bags; new type carrying and stor 


kit for tools; toe switch; aircraft type 
steel runners; royal red and chrome 
finish; 16 accessories include a floor 
— insector and spray gun. 

No. 280, has quiet running motor ; 
high suction; new type swivel floor 
nozzle with floating brush; airtight 
connections; fine dust filter; ‘Toss- 
Out” paper dust bags; 3-prong hose 
connector; Royal red with chrome 
finish; 12 accessories included 

No. 270, has Royal leakproof swivel 


ym 


o 


nozzle; airtight hose connections; 
filter for fine dust; easily emptied 
cloth dust bag; ™% hp. motor; 8 
ittac hme nts. 
No. 250 small size cleaner 

only 12% Ibs; 19 in. long; for apart 
ments, small homes, trailers etc; 
orizontal type % h.p. a.c.-d.c. motor 
Royal red with grey hammeroid 


finish; includes 6 attachments 


, July, 1951 
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BROIL-QUIK “TRIO” 


Broil-Quik Co., 
2330 Fifth Ave., New York, N. Y 


Des ce sroil-Quik 
broiler and grill. 


combination 


Selling Features: Broils, grills and 
fries simultaneously; top lifts dis 
closing family-size ‘aluminum pan for 
grilling and frying; entire surface of 
pan is uniformly heated by rectangu 
infra-red element below; pan lifts 
ff by means of separate detachable 
handle; entire bottom section is used 
for broiling and has 4 broiling levels 
for rare, medium and well-done; open 
front tends to give outdoor- broiled 
flavor; “kool-grip” handle on broil- 
ing tray folds in to save space; E-Z 
grip side handles; top and bottom sec 
tions can be used sep yarately or simul- 
taneously and together supplying over 
230 sq. in. cooking area; a.c.-d.c 
Price: $39.95. 
Electrical Merchandising, July, 1951 
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DUCHESS Air Drier 
The Appliance Mfg. Co., Alliance, Ohio 
Device: Duchess air drier 
Selling Features: Removes excess 
humidity from air; easily portable; 
under high humidity removes ap 
proximately 10 qts. water from air 
in 24 hrs; 5-year factory warranty; 
distribution through regular dealers 
and distributors of Duchess washers 
Price: $129.95. 
Electrical Merchandising, July, 1951 


MURRAY Ranges 


The Murray Corp. of America, 
Home Appliance Div., Scranton, Penna 
odels “Supreme” EB-75; 20-in 
Reseach? * models, EB-50 and I 34; 
36 in models EB-60 and EB-62; and 
Iditional 40- in. models “Standard” 
70, EB-72 and EB-74 
Selling Features: “Supreme” EB-75 
features Mur ray “color control cook 
ing”: each of four 7-heat surface units 
controlled by panel of push buttons on 
backguard, and colored from deep red 
for “hot” to pale pink for “simmer”; 
oven (17 x 18 x 20 in.) has automatic 
light and oven timer; “clear-vue” 
double-pane oven window of non 
fogging glass; full fluorescent lamp 
with illuminated “Murray” crest built 
into backguard; deepwell cooker con- 
vertible into a 1250 watt surface unit: 
l-giant 2100-watt and 2 = standard 
1250-watt Monotube units; large 
warming compartment; 2 extra deep 
storage drawers with nylon rollers; 
individual indicator lights for surface 
and oven units; 2 handy plug-in re- 
ceptacles for small appliances in back- 
guard; smokeless broiler pan; elec- 
tric clock with automatic interval 
timer for oven, deepwell unit and one 
applidnce outlet. 
20-in. “Rangette” EB-50 has 3 sur 
face units; companion model EB-54 
has 4 surface units; both suitable for 


Not responsible for price changes that occur between closing dute and date of issue. 


small-space kitchens ; 36 in. EB-60 has 
grouped top surface units; matching 
EB-62 has divided top surface units; 
both models have large redesigned 
storage compartments with sturdy 
steel shelf for added usefulness 

40-in. models Standard EB-70 has 
new improved storage drawers and 
silent nylon rollers; Deluxe EB-72 
has electric clock, interval timer, full 
fluorescent backguard lamp; EB-74 
“Supre me” has same features as EB- 
75 “Supreme” except for rotary 
switches instead of “color control” 
push button panel for regulating heat. 

30th EB-75 and EB-74 have a 1600- 
watt “Rocket” top unit at left front, 
and French fry baskets for deepwell 
cookers. Other features include Rob- 
ertshaw oven thermostats 
Prices: EB-75, $379.95; 
$169.95; EB-54, $179.95; 


3-50, 
3-60, 


E} 

EE 
$204.95 : 62, $219:95; EB-70, 
$234.95; EB-72, $299.95 EB- 
$349.95. 

Electrical Merchandising, July, 1951 


74, 


NAXON Washer 


Naxon Utilities Corp., 
3600 W. Touhy Ave., Chicago 45, Ill 


eve e “Major” port ible washer 
Selling Features Handles a 5-lb 
load; standard 4-vane agitator; in 
lated inner steel tub coated with 
lifetime white porcelain : 
cessed toe base; rollaway s 
mit storing without lifting; “Draina 
matic” electric pump permits emptying 
washwater into sink or lavoratory; 
curved hose hooks 

Available with electric wringer No. 
MO-350, with its own precision 
motor; no trip bars; spontaneous re- 
lease opens rolls wide and stops motor 
instantly. A hand wringer No. SW- 
138 also available. 
Prices Washer, $69.95; electric 
wringer, $16.95; hand wringer, $9.95. 
Electrical Merchandising, July, 1951 











Remember ivery 
ou sell a 
Ceara Mill 


Tructteat [non you 
fave a chance, 16 
make, an extra sale 
the Steam. [noni 
tachment | 
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FEDDERS Dehumidifier 


Fedders-Quigan Corp., 
57 Tonowanda St., Buffalo, 7, N. Y. 


e: Fedders electric dehumidifier 
ing Features: Controls humidity, 
prevents mold, mildew, ret, rust, cor 
rosion; plugs in any standard outlet 
automatically removes 2 to 3 gal 
moisture from air every 24 hrs.; uses 
simple cooling-and-condensing prin- 
collects in removable 10 
or permanent drain con 
ye made ; hermetically con- 
rubber-mounted 
fan motor; 2-tone grey lacquer finis! 
Electrical Merchandising, July, 1951 


€¢ 


iple water 
qt. container, 
nection can t 


cealed compressor ; 


a 


GENERAL Kitchen Packages 


General Air Conditioning Corp., 
4542 East Dunham St., 
Los Angeles, 23, Calif. 


» saving kit 


retriger 


- have 
red with 
lated with 

storage 

bearings 

a 12x 16 

rainboard which also 
burner cover; Du 
lain enameled toy 
available with 3 


? burr 


Electri nodel 
r&Kt 


rs for 110 volt plug-in use 


yurners for 
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HANDYFREEZE Ice Cream Freezers 


Chicago Electric Mfg. Co., 
6333 W. 65th St., Chicago, 38, Ill. 


Handyfreeze ice 


5 1 2 
reeze available in 3 sizes 


cream 


Selling Features: 1-qt. “apartment 
size” model for the small family 
available in streamlined design; blue 
white-chrome finish; white plastic tub; 
chrome and blue enameled motor-unit 
slips down on plastic tub; air-cooled 
motor geared to proper freezing speed ; 


in extra creatn can, cover and rubber 
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tub; motor 


available at extra cost for 
supply of cream when 


6-qt. models Nos. 2204 and 

nas the “family-size” and 

cue-size” respectively, have 

ly cleaned whi enameled wood 

geared at proper speed 

r making smooth, evenly frozen ice 

ream; heavily tinned cream can and 

r pole; motor-top clamps down 

ice tube; draws 115 watts, 115 

Its, 50-60 cycle a.c. only; white and 
ilver exterior finish 


Prices: 1-qt. model, $18.95 all zones. 
4-qt model, $24.75, zone 2 $25.75; 6-qt 


>90 


model, $28.75, zone 2 $29.75. 
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FRIGID Hassock Fan 


Circulators & Devices Mfg. Corp., 
128-168 32nd St., Brooklyn 32, N. Y 


Device Frigid” hassock fan No 
12 
Selling Features Equipped with 
sealed bearing G-E motor that never 
needs oiling; hugs floor; circulates 
1ir without drafts; 3-speeds: 900, 
1150 and 1450 rpm; baked duo-tone 
golden finish with chrome guards and 
legs, streamlined to fit modern home 
or office 
Electrical Merchandising, July, 1951 


Ce 


MIDGETRACTOR 


LeJay Mfg. Co., 2912 So. Emerson Ave., 
Minneapolis, 8, Minn. 
Self-driven power unit that 
converts any hand mower to a power 
mower 
Selling 


Features: Small tractor unit 


JULY, 


snaps onto a bracket in place occupied 
by mower handle; requires tightening 
of only 4 bolts for use; bracket is ad- 
justable to any width mower; starting 
and stopping clutch built into handle 
for simplicity and convenience; easy 
maneuverability—aso backs up; avail 
able with or without engine; any 
make % to 1% hp. engine or 4% to 
electric motor will do. 
$29.70 less engine; $59.95 with 
gasoline engine. 
Electrical Merchandising, July, 1951 


HAIR-VAC Vibrator 


The Hair-Vac Co., 813 N. Kansas Ave., 
Topeka, Kansas 


Device: Hair-Vac vibrator-massager- 
cleanser for hair and scalp 
Selling Features: Vacuum cleans hair 
and scalp as it massages, drawing dirt, 
dandruff and other scalp wastes onto 
disposable sanitary filter; rubber mas- 
h has 24 flexible fingers; vi- 
brates 72,000 rotary pulsations 1 
precision-made; designed by 
in Teague; 


smoothly; a 


sage brush 


per 


operates 
. . only. 
45 including 100 filters; 
, $1 


e units $1. each; extra 
for 100 
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HOTABLE 


Salton Mfg. Co., Inc., 
74 Reade St., New York, 7, N. Y. 


Device: Hotable, Regent No. HT-9. 
Selling Features: Looks like smart 
teawagon and incorporates upper tray, 
(16 x 24 in.) of special Ra-Crid shat- 
ter-proof glass with aluminum heater 
element fused into glass for keeping 
foods hot; reaches temperature of 
about 200 degs. F. within 2 or 3 min.; 
thermostatic control automatically 
maintains this heat; tray enclosed in 
bronzed frame with amberized plasti- 
cool handles on each side; lower tray 
of crystal “Securit” glass, shatterproof, 
for desserts, salads, stacking used 
dishes etc; hardwood legs in natural 
or dark finish mounted or: large easy- 
rolling casters 

Price: $59.75 


Evectrical Merchandising, July, 1951 
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The new Sessions-equipped clock 


radios—already on display in 


many progressive stores—put the 
odds in your favor for fast, easy 


sales. Reason? They're low priced. 

Sessions Switch Timers offer 
many advantages—style, low 
price, quality, split-second ac- 
curacy, kitten-quiet operation, 
fewer moving parts. One exclu- 
sive feature is the Sessions auto- 
matic switch shut-off, available 


in all models. In the lowest priced 


) 
Whats behind 


the new, 
easier-to-sell 


Clock Radios? 


timer this feature can also be 
used as a “lullaby” feature to 
automatically shut off your radio 
after you have gone to sleep. 

And of course, the automatic 
turn-on feature can be used for 
awakening at the desired time. 

Sessions-equipped clock radios 
mean more sales at better sales 
prices. Ask your distributor’s 
salesman for details. The Sessions 
Clock Company, Timer Division, 
Dept. 117, Forestville, Conn. 
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LONERGAN Fan 

Lonergan Mfg. Co., Albion, Mich. 
Device: Lonergan 3-purpose fan. 
Selling Features: Can be used as an 
exhaust fan, an intake fan or a floor 
or table air conditioner; easy to in- 
stall, requires no screws, tools, chains 
or hooks; a Lonergan lock-in prin- 
ciple holds fan firmly in window 
frame; locking device permits installa- 
tion in doorways or in steel casement 
windows ; ivory backed enamel cabinet 
enclosed on all sides for protection 
built-in handles permit easy, quick 
moving to any location; equipped with 
specially designed blade and set up for 
2-speed operation 
Electrical Merchandising, July, 1951 


KIT CAT Klock 

Allied Mtg. Co., Seattle, Wash. 
Device: Kit Cat clock for kitchen, 
recreation room or child’s bedroom. 
Selling Features: Designed in shape 
of cat; eyes move back and forth in 
unison with tail which swings like 
pendulum ; beetle plastic case, eyes and 
hands; luminous mouth, hands, nu 
merals, paws; available in black, red, 
blue, pink or yellow. 
Price: $13.95 plus tax. 
Electrical Merchandising July, 1951 


HANDYBREEZE Circulator 


Chicago Electric Mfg. Co., 

6333 W. 65th St., Chicago, 38, Ill. 
Vodel: Handybreeze Dial-Aire cabi 
net circulator No. 3316-N. 

Selling Features: Graduated speed 
control provides any degree of air 


JULY, 


movement needed; motor with deep- 
pitch 16 in. fan blades permits varia- 
tion from 1150 to 1910 cfims; draws 
150 watts; a.c. only; no direct blast 
—air is deflected providing draftless 
air movement throughout; modern 
walnut plastic cabinet with white metal 
grill; 23 in. wide, 20% in. high, 14% 
in. high; can be used as a floor, table 
or window ledge fan, though not 
weatherized for permanent window 
installation. 

Price: $59.95 all zones. 

Electrical Merchandising, July, 1951 


SCOTSMAN Oil Heater 


American Gas Machine Co., 
Albert Lea, Minn. 


Device: No. AO-70 Scotsman “Thrift- 
Pilot” oil heater. 

Selling Features: Equipped with 2 
“Thrift-Pilot” burners—one or both 
burners can be used as outside temper- 
ature requires; 2 square heat cham- 
bers—square chambers provide 25 per- 
cent more radiating surface than 
round chambers of same size; modu- 
lating features make it possible to turn 
burner down to pilot stage where it 
burns only one qt. oil in 12 hrs.; other 
features include modern furniture styl- 
ing; 2-tone baked on enamel finish; 
large “Heat Economizer”; output 70,- 
000 btus per hr; other models avail- 
able with outputs from 37,000 to 66,- 
000 btus. 


Electrical Merchandising, July, 1951 


ABBEON Dehumidifier 


The Abbeon Supply Co., 
58-10 41st Dr., Woodside, N. Y. 


Model: Abbeon dehumidifier DMS-4. 
Selling Features Will dehumidify 
any closed area of tight construction 
up to about 8,000 cu. ft; moisture col- 
lection pan may be emptied by hand, 
garden hose or copper pipe connected 
for automatic discharge of condensate 
through floor drain. window or sewer ; 
hermetically sealed Tecumseh com- 
pressor; Redmond fan motor; alumi- 
num evaporater coil; finned copper 
tubing; 115 volts, 60 cycles, 2 amps; 
110 cfm airflow; weighs 55 lbs; baked 
crackle green finish 

Price: $149.50. 

Electrical Merchandising, July, 1951 
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SESSIONS “TEAPOT™, Plastic Case in 
White, Red, Yellow, Ivory, Green or 
Blue. 7” High. Price, $4 95* 
7 


Sessions Kitchen Clocks outsell all other kitchen 

clocks because they are designed and priced for the 

very greatest popular appeal. They feature Sessions 

dependable sub-synchronous movements — Sessions 

reliable name — Sessions generous national advertising = 

support. They're the Number One clocks to put > 1035” High. 
“pepper” in your profits! 


SESSIONS ROUND WALL, Meta! Case in 
White or Red Finish, with Banded 


Dial. 7%" Diam. Price $4 95* 








SESSIONS SQUARE WALL, Plastic Case 
in White, Red, Yellow, tvory, 
Green or Blue. 734" High. Price, $4 95* 
° 


OT EVEN 4 mange 


€Ss71ons 


SESSIONS ROUND CHROME, Metal Case in SELF-STARTING ELECTRIC CLOCKS 
Chrome Finish, Metal Dial, Raised Numerals. 
7%" Diam. Price, $ 5 95* THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONN. 
e in Chicago: The Merchandise Mart Plaza; ts San Francisco: 
*Slightly higher in Far West. Subject to Federal \ Western Merchandise Mart; In Canada: Notthern Electric Co., 
Excise Tox. Protectud under Fair Trade Act. - Ltd., Nontreal, P. Q. ‘ 
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filmerican Beauty 


adjustable automatic ELECTRIC IRON 


% A Useful, Lifetime Gift.... for Wife, 
Daughter, Mother, or Grandmother! 


Wives, mothers and grandmothers who are using American Beauty 
electric irons acquired in their early housekeeping days—and there 
are many—would welcome the modern American Beauty adjust- 
able-automatic electric iron as a gift. 


Many younger women, too, appreciate a practical gift, such as 
an electric iron—an American Beauty adjustable-automatic iron 
will give her many, many years of trouble-free service. 


And for the electric appliance store or shop 5 a the 
American Beauty electric iron there is created a long-lasting and 
favorable recollection. 








FIRST CHOICE FOR 


EVERY GIFT OCCASION 














Sin . 1}89o94— ays Dependable 


AMERICAN ELECTRICAL HEATER CO. 


DETROIT 2,\| MICH 
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num intake fan; for home use, elimi- 
nates damp walls, clammy basements, 
as well as suitable for libraries, hotels 
candy stores and other places where 

there is considerable moisture; unit is 

22% in. high, 16 in. long, 12 in 
i weighs 62 Ibs 

Electrical Merchandising, July, 1951 


SENSATION Mower 
Sensation Mower Inc., Ralston, Nebraska 


No. 16G gasoline powered 


Features: Mounted on four 
8x 1.75 wheels; machine cuts full 16 
in. swath; individually mounted axles 
provide height adjustment from % to 
3% in.; single bar blade with sup 
ported ne se tins; power supplied by a 
1.2 h.p. gasoline engine; rust-prooi 
cast aluminum high strength alloy 
chassis has rem wable front guard; 
adjustable handle; weighs 39 Ibs 
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SELECT-AIRE Deodorizer 


Linda Mfg. Co., 110-112 Railroad Ave., 
Jersey City, N 


Sales offices, 226 Lafayette St., 
New York City 


Device: Select-Aire deodorize: 
Selling Features: Deodorizes, scents 
air using discs impregnated with odor- 
destroying scents formulated by Du- 
pont; scents available in spice, garden 
fresh, floral bouquet and woody; discs 
last for 30 days continuous use; brass 
housing 74x4 in. ; baked crinkle enamel 
finish weighs 2 Ihbs.; silent 15-watt 
motor with self-aligning bronze bear- 
ings; 115 volts a. c.; for use in 
restaurants, kitchens, showrooms, doc- 
tors offices 

Price: $19.95, refills, $1. each. 


PFAFF Sewing Machine Electrical Merchandising, July, 1951 


Rector Trading Corp., general sales agents 
tor G. M. Pfaff Sewing Machines, 
816 Greenwich St., New York 14, N. Y. 


Pfaff-Ette No. 330 portable 
machine 
Selling Features: New type sewing 
machine—full rotary combining such 
features as Pfaff Zig-Zag dial-a 
tch; automatic drop feed; automatic 
bobbin winder; stitch regulator; built 
in sewlight; work-free darning arm; 
foldaway sewing base; special built-in 
high speed motor ; beige enamel finish ; 
omplete with carrying case; foot 
control; extension cord and box of 
accessories; weighs 21 Ibs 
handising, July, 1951 


AIR KING Hassock Fan 


Bern Mfg. Cor; 
3050 N. Rockwell St., Chicago 18, iil. 


Vodel: Air King Economy floor cit 
culator complete with “Kov-R-Fan 
Selling Features: Economy floor 
culator is quiet, 12 in. model with 
heavy duty motor and blades accu- 
rately pitched to scoop up air trom 
floor and distribute it at waist height 
4 rubber mounted legs; 3- speeds with 
1950 cfm at high speed, a.c.; steel con- 
struction; Sunset tan finish with 
chrome trim; specially built “Kov-R- 
Fan” hassock cover of plastic coated 


LONERGAN Dehumidifier 
Lonergan Mfg. Co., Albion, Mich. 
Device: Lonergan dehumidifier. 
Selling Features: Capable of dehu,nid- 
ifying space up to 8,000 cu. ft.; holds 
standard 10-qt. condensation bucket; 
unit equipped with 8-in. blade alumi- 


Feltone available in red, green or blue 
with embossed design; seat has 1% in 
tufflex pad; cover converts fan into a 
hassock capable of supporting 500 lbs 
and has a wide variety of uses in home 
Price: Fan, $28.50; “Kov-R-Fan”, 
$4.95. 
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WALTER C. GRAY 


(Washing Machine 
& Appliance Service) 


NORTH TONAWONDA, N. Y. 


“With us,” 


says Mr. Walter C. Gray, 


"ASSETS 


are friends and money. 
WHITE WATER HOTTERS 
give us both!” 


He adds: “Sure, we like profits, 
but pleasant relations can some- 
times be even more important. 
We enjoy both in our handling 
of White WATER HOTTERS.” 


or cru > 

*~ Guaranteed by» 

Good Housekeeping 
* 


” 
or 45 apvranisid WS 


Gas and Electric Automatic Water Heaters 


There’s more pleasure as well as profit in doing 
business when you handle products that are 
easy to sell, easy to install and are made by 
folks who are agreeable to deal with. 

White WATER HOTTERS are easy to sell 
because of their many talking points, which 
your prospects quickly recognize as genuine 
benefits. All White models are easy to install Nationally Advertised! 
even under adverse conditions because they 


Powerful selling advertisements 


are made by a company that has specialized 
in water heating (and nothing else!) for more 
than 20 years. “Agreeable to deal with the 
White organization?” Ask any White dealer! 

For the White Proved Profit Story. contact 
your distributor or White direct... TODAY! 


WHITE PRODUCTS CORPORATION 


Water Heating Specialists Since 1930 
MIDDLEVILLE + MICHIGAN 


6.9% MORE 
HOT WATER 


6.9% more than utility requirements because No smoll holes here, to clog and cause wasteful 
White’s EXCLUSIVE Water-Hotter baffle diffuses  combus'ion and slow heating. Instead, one 


and tempers incoming cold water. 


wide-open port, designed on the “WATER- 


HOTTER” diffusion principle . . . a Film of Flame 
which bathes the tank bottom in flame-tips. 
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for all White WATER-HOTTERS 
appear regularly in such leading 
publications as Saturday Evening 
Post, Good Housekeeping, Better 
Homes & Gardens and Country 
Gentleman—to win your pros- 
pects, help you close sales FAST. 
NOW! White also offers a wealth 


of NEW, powerfully attractive 
sales promotion material. Rush 
coupon for details! 


Patented Copyright 1951 
® hite Products Corporation 


WHITE PRODUCTS CORPORATION 
MIODLEVILLE, MICHIGAN 


Dept. EM-7 


Please send us the White “Water-Hotter” story. My 
business letterhead is attached. 


I 
Address 


City 


County___ . State 





still plenty of time 


for you f° - 
Gravy Train! 


Ivl TD) EARLY 


h the 


| 


HEATER DEAL 

















| War 
THIS CHAIR FREE... 


with your order for 12 or more heaters! 





Buy 12 Arvin heaters (assorted, any models) and receive 
a comfortable, colorful Arvin Flash-Fold, multiple-purpose chair 
absolutely free. Chair retails at $6.95. 

Buy 24 assorted Arvin heaters and receive two chairs free! 

Offer good to September 1—order now, pay later! Take a full 
40°; off! Freight prepaid to your door on any assortment of 12, 24 
or more heaters, provided you buy 6 heaters of any one model! 
DON’T WAIT ANOTHER MINUTE! ORDER NOW AT 40% OFF! 


\rvin—The Greatest Name! 


Greatest Line! 
PORTABLE ELECTRIC HEATERS 


The 


Model 91A. Compact 1320- 
watt fan-forced unit. Deliv- 
ers 42 cu. ft. warm air per 
minute. The perfect $118 


price leader! 


Model 5000. Cools in sum- 
mer, heats in winter. Adjust- 
able head. Can be used as 
floor circulator — AC only. 
The Safeguard Safet y Switch 
cuts current off if $2195 


heater is upset. 


Model 223A. Packed with 

features including Safeguard 

Safety Switch and handy toe 

switch. oy finish. Red 

glow light shows 

when heater is on. $15% 
a 


Model 223. Same big fea- 
tures as other fan-forced 
models plus Safeguard Safety 
Switch. No radio interfer- 
ence. Handsome tan 

hammerloid finish. $14% 


omy Model 


Model 224. Big value in a 
fan-forced heater. Green 
baked-on enamel finish. 
1320 watts; 42 


cu. 
ft. air per minute $] 2 


All Arvin electric heaters listed by Underwriters’ Laboratories. 


All prices subject to change in accordance with OPS regulations. 


JULY, 


aa 
BIRD 
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MITCHELL Teleclock Lamp 


Mitchell Mfg. Co., 2525 Clybourn Ave., 
Chicago 14, lil. 
“Teleclock” 
Features: Designed for use 
on TV console, the mantel or in bed 
room; features indirect rear and top 
lighting and an illuminated clock face; 
metal housing equipped with non-tip 
base finished in bright Colonial brass; 
self-starting electric clock and meas- 
ures 3% in; 12 in. high, 534 in. base; 
4% in. panel width. 
Electrical Merchandising, Jul 


BRIEFS 


Fairbridge Co., Inc., Bridgeport, 
Conn., announces a new coated-lens 
filter-type light magnifier attachment 
called the Hi-Brite, which not only 


Device: 


Selling 


lamp. 


, oe 


increases the light intensity from the 
bulb, but also gives a white light 
similar to daylight. Attachment com- 
prises a specially-coated glass magnify- 
ing lens and 2 wire clips for attaching 
to incandescent bulbs from 25 to 100 
watts in size. Price 79¢ or 2 for $1.58. 


Marathon Corp., Menasha, Wis., an- 
nounces a modern, simplified design 
for their Freeztex home freezing pack- 
ages, featuring a single large letter 
“f” on face of carton in coral, and 
dark blue. Snowflake motif of old 
design is retained, as is the background 
colors of blue with white. 


Curtis “Glow-Ray” unit designed to 
provide night lighting for corridors, 
stockrooms, stairways etc. is an- 
nounced by Curtis Lighting Inc., 
6135 W. 65th St. Chicago, 38, Ill. 
Uses a 15- or 25-watt frosted incandes- 
cent lamp; black enamel housing 4x6 
in. ; requires only 3 in. recessing depth ; 
shutter arrangement inside cover con- 
trols amount of light that 


through cover glass 


passes 
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“Choose your question!" 





Bust the 
Treasury 
QUIZ 
PROGRAM 





Today the dealer in kitchen equipment stands on the 
threshold of his greatest business opportunity. For 
instance, kitchen cabinet sales have trebled in the last 
five years. In 1950 about half a billion dollars worth 
of cabinets were sold. 

Yet, instead of facing this inviting prospect with con- 
fidence, many kitchen dealers, both active and pro- 
spective, are fogged with doubts and uncertainties 
—and $64 questions. 

TRACY Mainline KITCHEN System offers demonstrable 
answers to most if not all of these questions. 


How can the kitchen dealer do volume business 
without a ponderous inventory, and a slow-turning 
stock? 


How can he get leads to profitable sales—enough 
to pay well for the effort involved? 

How can he retain the bulk of his profits—avoiding 
the extra costs and leaks and losses that soak up 
his profits? 

How can he enter (or re-enter) the kitchen business 
with assurance that he'll make a good go of it? 


TRACY offers the answers to these and other questions 
that are plaguing kitchen dealers. This proposition is 
for smart, well-intentioned kitchen dealers — not for 
dabblers or side-liners. It is set up to operate AS A 
BUSINESS that is readily adapted to the individual 
operation. 


Write or wire for complete information TODAY. 


Koy 


T 


ITCHENS ran 


TRACY MANUFACTURING COMPANY Division of Edgewater Steel Co. 


PiTTS@Qergrenr sd, VA 
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y WASHINGTON APPLIANCES 
We CM Ja. < Lire ELECTRICAL APPLIANCE NEWS 
Hew Jeedeclp 


/ | vy - NON-ELECTRICAL 
Uy y wid é B. mm | . 


HIGHEST QUALITY... 
SENSIBLE STYLING... 
COMPETITIVE PRICES... 














f, 
Uf 
VW, 
Pi 

LA 


- 
ff P ‘ T 4 kh . Y OA SILEX Gift Set 
{j 4 a \,' ry * : i ‘ \ ( ' f »\ ‘ The Silex Co., Hartford 2, Conn. 
hfs A. 
A ’ Vay | YW 


Device: 5-piece set combines 3 popular 
Silex products. 


Selling Features Packaged as the 
Silex “Magic Savor” gift se 
There’s no real secret to success- of coffeemaker, a Mixi 
ful selling. As a Washington dealer orange juice and 3 Fresh 
told us, “just show the customer erator containers 
what he wants, present its features Price: $9.95, 
intelligently ...and the sale is Electrical Merchandising. } 
made! My customers respect the 
WASHINGTON name, like 
WASHINGTON features and I 
like the profit margin.” 
You, too, can make money selling 
the new WASHINGTON models 
. sized and priced for every 
family ... modernly designed and 
superbly built. Ask your WASH- 
INGTON Distributor for details 
or write direct. 


' RAY & DUDLEY COMPANY 
MARTHA WASHINGTON DeJate : MARTHA WASHINGTON Sechréc S 


GAS RANGE—oll the wanted features } RANGE—Eye-appeal and buy-appeal Established 1862 
and the price is right! 4 with traditional Washington quality. < Nashville 3, Tennessee 


GRO Len or er TAD 


t, consists 
yr trozen 
ator retrig- 


ily, 1951 











CLARK Ironing Table 


J. R. Clark Co., Spring Park, Minn. 
New “air conditioned” 


s Designed 
tilated pel 
ts steam to escape f 
1 metal web which 
to dry rapidly ; made 
ing expanded metal, 


stretched into a smooth ¢ 





tern surface; cannot warp, 
burn; 6 height adjustments 

footed, tubular steel legs can | 
in an tht adjustmen 

ible ine standing o 

1 


WasHinGtIOon Od Burning wasnincton Ueated and WASHINGTON “Zable “Jog watER baiting 
HEATER—Down-Draft, Hot-Blast combus- Unvented GAS HEATERS — wide HEATER—20, 30 and 42 gallon sizes; locks legs firmly in pla 
tion gets more heat from less fuel. range of radiant and closed circulator compact and truly efficient. baked enamel finish 


models. Electrical Merchandising, July, 
GRAY & DUDLEY CO., DEPT. E. 


Please send literature and prices on the following: 


Washington Frugal Gas Heaters—Unvented 
Washington Frugal Gas Heaters—Vented 
Washington Frugal Vented Radiant Heaters 
Washington Frugal Gas Floor Furnaces 


Washington Frugal Oil Heaters 
NAME .. Matec ule ea 
ADDRESS 


a 


SLICEMASTER Food Slicer 


Slicemaster Products Inc., 

213 Fourth Ave., New York City, 
National Sales Representatives: 
Smith-Benny Sales, 

11 W. 42nd St., New York, 18, N. Y. 
Device: Slicemaster non-electric food 

slicer. 

Selling Features Hardened and 
ground knife 6% in. diam.; polished 
ast aluminum base; gear drive; rub- 
ber suction cups; slice guide and con- 
trol; food grip and carrier; plastic 
handle; weighs 9 lbs.; 13'4 in. long, 
11 in. wide, 7% in. hig! 

Price: $22.95. 


Electrical Merchandising, July, 1951 
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OMPARISON TESTS 


DULANE 
Original 


Frargte 


TRADE MARK 


AUTOMATIC ELECTRIC DEEP FRYER 


Better “know how”’ in heat transfer engineering 
and advanced designing keeps Fryryte constantly 
ahead. That’s why we dare to compare. For in- 
stance scientifically controlled heat radiation 
brings Fryryte up to cooking temperatures a full 
six to nine minutes faster than any competitive 
fryer. At this rate, two to three baskets full of 
Me. doughnuts can be made in the Fryryte before other 

Ta fryers are hot enough to use. Think what this 

"Guaranteed by faster heating means in terms of quicker heat re- 
4 Good Housekeeping covery. It means more constant, even heat for 
better, grease-free cooking results. And that’s im- 
portant to your customers. 








Se eee ee 


# 
; 
t 
: 
H 
¢ 


PROOF POSITIVE 
THAT FRYRYTE 
MUL CML 
FOOD FASTER! 


Sp of 0AM LOT 


6 Pongo 











) (a 


FRYRYTE FRYER A FRYER B FRYRYTE FRYER A FRYER B 


HERE’S FURTHER PROOF OF FRYRYTE SUPERIORITY 











FEATURE 


DULANE FRYRYTE 


REMARKS 


FRYER A 


FRYER B 


FRYER C 





DIMENSIONS 


11% inches long 
6% inches wide 
7, inches high 


Largest on the in- 
side in cooking vol- 
ume—smallest on 
outside 


14% inches long 
inches wide 
8% inches high 


14% inches long 
6% inches wide 
7% inches high 


141% inches long 
11% inches wide 
8% inches high 





~ DESIGN 


“COOKING | 


COMPOUND 
CAPACITY 


“WEIGHT OF UNIT | 


(Les oil) 


HEAT INDICATOR 


UGHT REPLACEABLE 
FROM OUTSIDE 


DRAINING 





Aluminum casting 
overlaps outer 
shell 


a pints ‘oil or 4 
pounds shortening 


6 pounds 

14 ounces 

Left and right pour- 
ing lips 


Light “turns off ot 


proper tempera- 
ture 


Tight-fitting joint; 
smart streamlined 
beauty 


Cement shell be- 
tween castings and 
shell on top of fryer 








Most economical— 
cooks more food 
|__per ‘Pound of oil 


| tight, — to pour 
out 0 ‘ 


~Felermconeet 


drain hot grease 
accidentally noth- 
ing to clog 


Unit need not be 


dismantied to re- 
place pilot light 


3% pints oil or 3% 
pounds shortening 


Cement sheli be- 


tween castings and 
shell on top of fryer 


2% pints oil or 2% 
pounds shortening 


Cement shell be- 
tween castings and 


shell on top of fryer 


6 pints oil or 6 
pounds shortening 





~ 1) pounds 





Drain faucet which 
may clog or leak 


10 pounds 


13 pounds 
14 ounces 





None 


Drain faucet which 
may clog or leak 








No 








No 


Manufactured and sold in Canada by Rogers Majestic Corporation, Ltd., tune, Ontario 
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BUSINESS s OG 


Now ... more Hotpoint Automatic Electric Dishwashers are being bought each week than were delivered during any of 
our best pre-war years—and still 97% of the market remains untouched. Of the 37 million American families who are 
prospects for automatic electric dishwashers, Good Housekeeping Magazine surveys indicate 32.8% of these homemakers 
are planning to buy now. 

This is one of the fastest growing major appliances in the industry. You can't afford to overlook this greatest of all new 
profit-builders. Here’s why the Hotpoint Automatic Electric Dishwasher is the logical dishwasher to enable you to cash in 


on this vast, booming market— 














| RANGES © REFRIGERATORS + DISHWASHERS + DISPOSALLS® + WATER HEATERS + FOOD FREEZERS +» AUTOMATIC WASHERS 











FIRST: in Sales . . . Hotpoint's sales of dishwashers 
1S! far exceed those of ony other manufacturer. 
FIRST with Front Opening .. . Hotpoint was the 
first to offer an automatic dishwasher with front opening 
—for greater ease in loading—for uninterrupted work 


surface—for convenient installation under counters or 
cabinets—for use of overhead, down-rinsing spray. 


FIRST with Electric-Heat Drying . . . Hotpoint was the 
first to provide electric-heat drying with forced hot air 
circulation for faster drying with clean, hot air. 


FIRST with Dish-Warmer.. . Hotpoint was first to offer 


this modern feature for the convenient warming of dishes. 
F IR $ T in Customer Demand Now ... Hotpoint Dish- 


washers rank first among dishwashers wanted most by most 
people. This is your market. Cash in on if with Hotpoint. 


FOR FULL-LINE LEADERSHIP 








CLOTHES DRYERS * ROTARY IRONERS + CABINETS 





FOR FULL-LINE LEADERSHIP 


The overwhelming acceptance for Hotpoint's 
Automatic Electric Dishwasher is further proof 
of Hotpoint’s leadership throughout the entire 
line—a line that includes every major electric 
appliance for all-electric kitchens and home 
laundries. This is a Full Line Business! Talk 
to your Hotpoint distributor and get on the 
right track to greater full line profits, 


today—with Hotpoint. 


(A General Electric Affiliate) 


5600 West Taylor Street, Chicago 44, Illinois 








LIVE POWER TEST 
Repeated 130 volt live power surges 
show up any short-life parts so that they 
can be replaced at the factory to assure 
longer service in the home. 


QUALITY CONTROL and step-by-step performance testing make 


otorola TV 


most dependable! 


Carefully controlled during assembly, checked and tested 
through every step of production, Motorola TV must MEET 
and PASS the most rigid specification tests for top quality 
performance. This means you can be assured that every 
Motorola TV you sell will give longer, better, more con- 
SHAKE TABLE TEST tinuous performance in your customer’s home with less 
Checks the stability and security of wiring “time out” for service. This reputation for dependability 


connections with a rough “ride” on vibra- : , = 
tions more violent than in normal usage. is the result of ownership approval and dealer enthusiasm. 


4 ‘* emi 
iS te 8 eee 


SPOT CHECK TEST FINAL CHECK TEST SIGNAL RECEPTION TEST 

Pull sets off the final “line” at random and Highly skilled technicians spot any possible | Engineering laboratories test the supersen- 
submits the chassis to a special inspection weakness which may have been undetected sitive power “‘pull’’ for ‘Fringe area” sig- 
of every important operational function. in previous individual chassis section tests. nals and signals within a 60-mile radius. 


SEE YOUR DISTRIBUTOR TODAY! MOTOROLA INC., 4545 Augusta Bivd., Chicago 51, Ill. 
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G-E TV Console 


General Electric Co., 
Electronics Park, Syracuse, N. Y. 


Model: No. 24C101 Black-Daylite 
console 

utures: Features giant 24-in. 

h forms image larger than 

newspaper p neutral 

ides increased picture clar- 

dynapower speaker specially 

ring out FM sound; 

carrier audio system; 

ial synchronizing circuit automat- 

ally locks picture in synchronization, 

r clear steady picture; service ad- 


justmen uugh front of receiver 


Merchandising, July, 1951 


SHERATON TV Console 


Sheraton Television Corp., 
200 River St., Red Bank, N. J., 
and 2061 Broadway, N. Y. C. 


Vodel: Super Video DX console. 
Selling Features: Has 20 in. screen 
with 26-tube chassis; capable of recep- 
ion up to 200 miles from transmitting 
station; keyed agc; automatic bright- 
control; Syncroloc; limiter dis- 
1inator FM sound circuit; 4-stage 
IF; standard coil turret tuner; 
phono attachment; 12-in. RCA con- 
ert speaker 
lectrical Merchandising, July, 1951 


BENDIX Table Teleset 


Bendix Radio Div., Bendix Aviation Corp., 
Baltimore, 4, Md. 


Model: No. T 171 table teleset. 
Selling Features: Equipped with a 17 
in. dark-face rectangular tube and the 
3endix deluxe “Long-Range” 22-tube 
chassis; hand-rubbed mahogany ve- 
neers; built-in antenna. 

Price: $299.95 including warranty and 
tax. 

Electrical Merchandising, July, 1951 
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TELEVISION AND RADIO 


MECK Table Teleset 
John Meck Industries, Inc., Plymouth, Ind. 


Model: No. JM-720T table teleset. 
yelling Features: A new 20-in. table 
top model has been added to the new 
“Red-Head” longer-range TV _ re- 
eivers; same chassis as used in re- 
cently introduced 20 in. console is 
ised; provides good reception in 
many fringe areas up to 100 miles 
rom broadcasting station; hand 
rubbed mahogany cabinet 23 in. wide 
and high, and 22 in. deep (which is 
smaller than many 16 in. round tube 
table tops of last year); removable 
plastic mask and bezel makes it easy 
to keep the tube face and mask free 
from dust. 

Price: $295.80 


Electrical Merchandising, July, 1951 


MECK Table Teleset 


John Meck Industries Inc., 

Plymouth, Ind. 
Device 16 in. table television re- 
ceiver, No. MM-616T. 
Selling Features: Equipped with 
standard Meck chassis with continu- 
yusly variable tuner; brown leather- 
ette exterior. 
Price: “Less than $200.” 
Electrical Merchandising, July, 1951 


SNOOPER Geiger Counter 
Precision Radiation Instr ts, Inc., 
4113 W. Jefferson Bivd., Los Angeles 16, 
Calif. 





Device: New 
Counter. 

Selling Features: For civilian defense 
use; also suitable for prospecting and 
school use; fits in palm of hand or 
hip pocket—anyone can use; uses 


low-priced Geiger 
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ordinary flashlight battery; plastic 
case; comes with earphone, a radio 
active sample and complete instruc- 
tions; miniature amplifier gives loud 
audible signal whenever instrument 
comes near radio-activity; detects 
Uranium ore, cosmic rays, radium 
x-rays, atomic explosion; weighs 14 
Ibs ; size 14x3x5 in 

Price: $24.95 


Electrical Mer 


1andising, July, 1951 


BREWSTER TV Console 


Andrea Radio Corp., 

Long Island City, N. Y. 
Device: 
Selling Features: Equipped with 17 
in. rectangular tube; chassis incorpo- 
rates an advanced tuner design with 
4 completely tunable RF circuits which 
minimizes interference and improves 
fringe area reception; built-in antenna 
for use in strong signal areas; termi- 
nal connections with matching trans- 
former for use with outside antennas 
of 72 or 300 ohm variety; full audio 
range replica tone from new 12 in 
Andrea-engineered speaker ; age; 
metro-fringe switch; full width wide- 
angle screen permits viewing from any 
room position; genuine mahogany 
cabinet with hand-rubbed finish; FM 
radio is also included. 


Price $399.50. 


Brewster TV console. 


tlectrical Merchandising, July, 1951 


CAPEHART Phono-Radio 


Capehart-Farnsworth Corp., 
Fort Wayne, 1, Ind. 


Model: Capehart French Provincial 
phonograph-radio No. 1009-AF. 
Selling Features: Equipped with 10 
tues and 1 rectifier; 12 in. permanent 
magnet speaker for Capehart Sym- 
phonic Tone; record changer plays all 
sizes, speeds and types records auto- 
matically; French Provincial cherry 
cabinet with fruitwood finish. 

Price: $425. 
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ZENITH Portable Radio 


Zenith Radio Corp., 
6001 W. Dickens Ave., Chicago, 39, lil. 


Device: Zenith “Super  Trans- 
Oceanic” portable radio No. H-500. 
Selling Features: Tunes in special 
marine weather broadcasts; provides 
reception on ship-to-shore and ship-to- 
ship radio channels as well as short- 
wave, amateur and standard bands; 
humidity-proofed with special wax 
impregnating process; a.c.-d.c., or bat- 
tery; detachable Wavemagnet antenna 
swings up above set for maximum 
efficiency or can be removed and at- 
tached to window, porthole or other 
flat surface for ship, train or plane 
reception; Pop-up Waverod antenna 
extends 4-ft. bringing in short wave 
stations with added volume; Radi- 
organ tone control provides 15 differ- 
ent tonal combinations; earphone 
connection; 5-tubes plus selenium 
rectifier; battery-saver switch auto- 
matically disconnects battery from 
circuit during a.c. or d.c. operation; 
cabinet streamlined in Black Stag 
with silver grey and bronze trim. 
Price: $124.25 less batteries. 
lectrical Merchandising, July 1951 


STEELMAN Radios 


Steelman Phonograph & Radio Co., Inc., 
Mt. Vernon, N. Y. 


Models: Pacemaker No. 6000; Inter- 
mezzo, No. 5101; Triumph, No. 5102. 
Selling Features Pacemaker, a 3- 
way portable a.c.-dic. and _ battery 
model; 5-tubes plus rectifier; 3-gang 
condenser ; high efficiency RF system; 
built-in Ferroway loop antenna; 2 
tone simulated leather case in choice 
of black with gold; brown, tan and 
gold; and blue and gray. 

Intermezzo, table radio with grid- 
panel front; improved superhet cir- 


cuit; a.c.-d.c.; 5-tubes including recti 
fier; avc; mahosrany wood cabinet. 

Triumph, table radio features 5 in 
round Alnico heavy duty permanent 
magnet; 5-tubes including rectifier ; 
a.c.-d.c.; improved superhet circuit; 
hand rubbed, mahogany cabinet with 
wood-panel front. 


Electrical Merchandising, July, 1951 
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BY ELECTRICAL MERCHANDISING’s APPLIANCE- 


r LAURENCE WRAY joined the 
an a EvectricaL MERCHANDISING as 
Assistant Editor in 1929. He was ap- 
pointed Managing Editor in 1935 and 
Editor in April, 1948. Prior to joining 
McGraw-Hill he was Assistant Manager 
of the United Press, New England Bu- 
reau. He also is the author of “The 
Electrical enateneias Sales Handbook.” 

NG joined ps tat in "y94s. as 
News Editor, was appointed Associate 
Editor in 1947 and Managing Editor in 
March, 1949. Graduate of Dartmouth 
College, he previously had experience 
in newspaper and public relations work. 

“ VA Ww - 

has been with Exvectricat Mer. 
CHANDISING since 1926, Her entire career 
has been devoted to research and mar- 
keting statistics for this publication. 


JE joined * roll AL MEncHAnpis. 
ING in 1928. After handling advertising 
make-up she entered the editorial de- 
partment as an assistant, Since 1932, she 
has been New Products Editor. 


Art Director: HARRY PHILL d 
EvectricaAL MERCHANDISENG in 1927. 
Graduated from Technical Institute of 
New York and attended Cooper Union. 

’ t Editor JAMES BOLGER 
pa Rusceescat MERCHANDISING in 
1945 as Assistant Editor in charge of 
Editorial production. He is a graduate 
of Lafayette College. 


News Ed TED WEBER joined 
staff in 1949, Graduate of the University 
of Notre Dame, he previously was with 
General Electric Co., Bridgeport, Conn. 


g Research Assistan 
jeined Thscwnscas iesemeusems in 
1950. He has had previous experience 
with other McGraw-Hill publications and 


research work with McCann-Erickson. 


JOHN DE 


Chicago £ c TOM F. BLACKBURN 
joined ELectRicat MERCHANDISING in 
1930. He has had extensive experience in 
newspaper and advertising agency fields. 

Pacific States Editor; HOWARL 
EMERSON, prior to joining Evectricac 
MERCHANDISING in 1946, was Managing 
Editor of Electrical Wholesaling and 


JULY, 


with other McGraw-Hill papers for 12 
years. 

11. Southern Editor: AMASA 8B. WIND 
HAM has had extensive experience with 
newspaper work throughout the South. 
San Francisco Edit CLOTILDE GRUN 
SKY TAYLOR has been with Exectrica. 
MERCHANDISING since 1924. Medalist of 
the University of California, class of 
1914, her entire career has been in the 
electrical industry. (Not pictured) 
Cleveland Editor: FRANK MUTH grad- 
uate of the University of Kansas School 
of Journalism, has been with EvecrricaL 
MERCHANDISING two years having served 
as Editorial Assistant in the Chicago 
office. (Not pictured) 

Although not pictured below, ELectricaL 
MERCHANDISING’s editorial staff also has 
the following members: Dexter Keezer, 
Director of Economics Department; W. 
W. MacDonald, Consulting Radio Edi- 
tor; George B. Bryant, Jr., Washington 
News Bureau and Martha M. Alexander, 
Assistant to the Chicago Editor. In addi- 
tion, a staff of fifty field correspondents 
is maintained throughout the United 
States. 
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RADIO-TV. EDITORIAL TEAM 


E.. years ELECTRICAL MERCHANDISING has made cash 
register music for appliance-radio-TV dealers. Consistent publication of mer- 
chandising features rings the bell at the retail level. Spot checks and surveys 
among the men who sell have continuously found ELectricaL MERCHANDISING 
to be their “most useful” trade publication. Only continuous, persistent, editorial 
effort to stimulate sales at the retail level could possibly earn such regard . . . 
and each issue had to be tried and proven before the appliance-radio-TV dealer 
was willing to express such outspoken confidence in ELECTRICAL MERCHANDISING. 

ELECTRICAL MERCHANDISING is now able to exhibit further evidence of prestige 
in still another way. A critical panel of judges in the 13th Annual Business Paper 
Editorial Achievement Competition sponsored by Industrial Marketing has just — 
awarded two prizes to ELECTRICAL MERCHANDISING. The January 1950 issue of 7 Za oo ae 
ELECTRICAL MERCHANDISING, the 30th Annual Statistical and Marketing issue, i” ELECT 
received a plaque for the Best Original Research in any Merchandising, Trade ‘| RCHAN 
and Export publication. At the same time the April 1950 issue, supporting the a ME 
NEMA Electric Housewares Week, was awarded a certificate for the Outstanding ; 
Single Issue. The judges demanded editorial excellence. Among the hundreds 
of leading business publications competing they found it in ELECTRICAL 
MERCHANDISING. 

Both issues, as in fact every issue of ELECTRICAL MERCHANDISING, use a concise 
easy-to-read picture story technique to get sales ideas across fast . . . and remem- 
ber that the busy retailer only reads two trade publications a month. 

EvLectricaL MERCHANDISING has really earned the respect of both the appli- 
ance-radio-TV dealer and the marketing experts. Such regard is significant since 
it is not possible without a capable, experienced, editorial team. Only ELECTRICAL 
MERCHANDISING has such a team . . . with the largest Field Editorial Staff in the 
Industry plus a headquarters staff of editorial researchers and statisticians .. . to 
provide the steady stream of sales ideas needed by the industry. Only ELEcTRICAL 
MERCHANDISING is able to satisfy the appliance-radio-TV dealer’s requirements 
as a “most useful” trade publication — because it has the First Appliance-Radio- 


TV Editorial Team. 


A 
ssowesrsandst.nowvone.scr. MAALOOEROLL UR WA DL ANY ALE 


A McGRAW-HILL PUBLICATION 
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PRE-SELLING FOR YOU | ELECTRICAL APPLIANCE NEWS 


FAMILY CIRCLE AMERICAN HOME 
WOMAN'S DAY * MODERN ROMANCES 
HOUSEHOLD . HOLLAND'S 
PARENTS’ SUNSET 
CHRISTIAN SCIENCE MONITOR 
mm gun of impro design to 


plus 21 Stafé Form Papers blanketing the rural market. , provide uniformity of foct *r entire 





picture area. 


14GP4, an all-glass type with ex- 


MASCO Tape Recorders 


Mark Simpson Mfg. Co., Inc., 
32-28 49th St., Long Island City, 3, N. Y. 


Masco sound reel dual speed 
precision tape recor lers. 

Selling Features Precision recorder 
with professional tonal quality; sound 
reel combines features found most de- 
sirable for commercial, professional, 
educational and home uses; records at ture on Filterg face 
speeds of 3.75 in./sec., or 7.50 in./sec. ; 17GP4, metal-shell type, has maxi- 
higher speed offers full tone quality, mum rating of 16 kv.; produces 
slower speed provides economy; dual 148x In. picture 
track permits full 2-hr. recording on 
single 7-in. reel, (1200 ft.) 

6 models available—several with 
built-in AM _ radio which operates 
separately if desired; easy to thread 
and operate; recording unit is built 
into aluminum housing, finished in 
green hammertone, which fits into 
portable carrying case; volume level 
indicator ; sound reel has provision for 
headphone or speaker monitoring from 
built-in or external speaker; has ex- 
ternal amplifier output; automatic 
erase circuit permits re-use of tape; 
reels of all sizes up to 7 in. can be 
used; 2-tone tweed and calf trim fabri- 
coid carrying case 


ternal conductive bulb coating has 
maximum high-voltage rating of 14 
kilovolts; produces 11$x84 in pic- 








4 


Electrical Merchandising, July, 1951 20GP4, all-glass type, has maximum 
rating of 18 kv.; produces 174x134 
picture 

Each of the 3 types has diagonal 
deflection of 70 degs., and a horizontal 
deflection angle of 66 degs. 

RCA-Victor Corp., Tube Dept., an- 
nounces a new directly viewed, 20-in. 
rectangular all-glass picture tube No. 
RCA 20CP4 with magnetic focus and 
deflection. It has an ion-trap gun, 
requiring a single-field, external mag- 
net; has maximum rating of 18 kv; 

roduces 17}x13} in. picture 

RCA-Victor Corp., Tube Dept., also 

V-M Record Changer announces a new Triode-Pentode con- 
verter for TV receivers utilizing 40- 

V-M Corp., Benton Harbor, Mich. } IF circuits, which offers versa- 
: tility to designers of AM/FM re- 

Model: V-M Tri-O-Matic automatic  ¢ejyers 

record changer No. 920 

Selling Features: Includes automatic 

set down selection—all size records, 7, 

10 and 12 in.; automatic intermix of 

10 and 12 in. records of same speed; 

automatic shut-off ; dual needle revers- 

ible cartridge; simple centralized con 

trols; jam-proof mechanism; equipped 

with 6 ft. cord and 4-ft. phono-cord 

and plug; mottled mahogany plastic 

case. 

Price: $39.95 
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TV PARTS BRIEFS 


A new Ferri-Loopstick broadcast 
. RCA Victor Corp., Tube Dept., an- loop antenna only 2 in. long is an- 
SPEED QUEEN : : nounces 3 new rectangular picture nounced by Grayburne Corp., 20 S. 
nT on rh tubes featuring RCA-developed elec- Broadway, Yonkers 2, N. Y. Incor- 
trostatic focusing, which requires no porates a new departure in design; 
focusing coil or magnet, saving criti- combines efficiency, high sensitivity 
cal materials for TV sets. 3 types, and omni-directivity with low cost and 
14GB4, 17GP4, and 20GP4, use an small size. Price 75¢. 
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ericas most complete line 


LOADED WITH PROFIT! 


Twin-I2 FLOOR MACHINE 


Everybody with a floor is a prospect! 


And General’s heaviest-of-all national advertising 
campaign backs you up all the way! General dealers’ 
sales are smashing records as popularity of floor 
machines soars across the nation! 


General Twin-12 
complete with 

2 WAXING BRUSHES 

2 POLISHING BRUSHES 
2 LAMBS-WOOL BUFFERS 


EXCLUSIVE SNAP-ON 
SIDE HANDLES for cars, 
panels, furniture! Only 
Generali has them! (Extro) 


Feature-by-Feature 
GENERAL’S THE FINEST! 


e Brushes outlast others 3-to-1! 
Bristles wearable to the wood! 


e@ Twin-mesh brushes—full 12” 
swathe! No unpolished areas! 

e@ Most quiet and vibration-free! 

e Complete, genuine Lambs-wool 

‘ers—no mere felt pads! 

e Powerful 4% H.P. AC-DC motor] 

e Full year guarantee! 

e Extra-long 47” handle! 30 ft. 
cord! Save steps! Save work! 

@ Beautifully styled! Quality built 
for years of heavy-duty service! Twin-12 
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MERICA is learning that the General 
Twin-12 is the only floor machine 
that does everything —from scrubbing 
floors to simonizing cars! Better built 
with bigger profits for you, General is 
delivering a product that knows no 
equal in its field! 

It’s easier to handle! Easier, in fact, 
than a vacuum cleaner! It’s quieter! It’s 
vibration-free! And General beautifies 
and preserves any kind of floor! Wood, 
asphalt tile, linoleum, rubber, terrazzo 
— General renews old floors... protects 


the investment in new floors! 


Genera 


Twin-16 


No ‘walking sideways’! General’s the 
first perfectly balanced floor machine. 
Two full 6” diameter counter-revolving 
brushes give full 12” swathe. Handy 
attachments snap-on... snap-off split- 
second fast! 

Never before has any electrical appli- 
ance saved housewives so much time 
and hard labor! Check General’s list of 
exclusive features and write for 
full details! Cash-in on the BIG FIT 
appliance with the BIG SALES oppor. 
tunity —the General Twin-12! Get your 
order in now! 


GENERAL’S NATIONAL ADVERTISING 


Housfigeare" . 


l 


LES FOR You! 


SATURDAY EVENING POST 
HOUSE BEAUTIFUL 

HOUSE & GARDEN 
HOLLAND’S 

SUNSET 


Be ready to cash-in! 





GENERAL FLOORCRAFT, INC., DEPT. 17, 421 HUDSON ST., NEW YORK 14, N. Y. 
WORLD’S FINEST FLOOR MACHINES FOR 
HOMES, BUSINESS, INDUSTRY, INSTITUTIONS 


129 








x a aa il yeutl agree they be 
. The MOST 
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i Sensational 

* ‘The MOST Modern 

' The MOST 

Sales-exciting 
Gas & Electric 
Ranges in America! 
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KALAMAZOO 


GOLDEN JUBILEE gees 


superspeed 


“SITs = 
RANGES! 


A completely fresh and 
different concept in range 


ee 








hy 


m4 Gas riodels Laie 
‘on Harper-Wyman Universal 
ent center-simmer burners! 





Record Changer 
Market 


meee CONTINUED FROM PAGE 73 qxmemmee 





carried record changers. These job- 
bers sold the public, the service shop 
and the dealer at the same net price 
—which obviously killed all interest 
on the part of the trade 
As the number of jobber outlets de- 
clined and a discount was included for 
\ | dealers the changer became an over- 
well 7 ' P ) the-counter item which could be pro- 
* Ta Be > ‘ moted. It has taken no more than win- 
> dow displays, a mailing of postcards 
and the use of the telephone to drum 


what g ' : up business. Nearly any service man 
. , can make the change. 


Pecple wonder how a new changer 


can be put in a console without mar- 
going on ring its appearance. The answer is easy. 


A plywood mounting board is supplied 


here ? ae neat 


Many an electrical dealer 
who has tried to get in on 
the ground floor of something 
has ended up by scrubbing it. 





i i i i i 





with the changer, and is somewhat 
larger than the bottom of the average 
console. It has only to be sawed off 
to fit. Stain it and you have a resting 
place for the new changer, as easy on 


the eye as the old one 
PAPER‘ There is debate as to whether the 
L We changer can be sold as an over-the- 


counter item with the customer doing 

a his own mounting. The experts say 

More remodeling—More new this is simple on certain models, diffi 

cult on others. A man who is handy 

appliances—in HOUSEHOLD homes with his hands can do it, but, unless 

he is, he’d better leave it to the serv- 

n. Lowe’s, for example, do vir- 

y all of their installations. 

There are in existence some 400 

[wo million homes, all told. Big homes, with big wiring diagrams for hook-up of rec- 

ord changers, and service men can 

learn how to install jobs which puzzle 

them by writing to the factories that 
bought over a million major appliances—not counting produce the changers. 


Why are Household families so quick to buy for the 


home? Because 76% own their homes! 


families—and a BIG need for electric appliances. 


How big? Within a single year, Household families 


radios and phonographs! What makes people buy? With re- 
placement record changers it may be 
the irritation of having the old changer 
perpetually jamming. At social events 
home families, in the home towns of America (commu- or dinners families want to be sure of 


Household stimu/ates their buying, with appliance fea- 
tures month after month. Here is home editorial, for 


nities under 25,000). a background of uninterrupted music. 
In Chicago, for example, many new 
players were sold to people who wanted 
to hear the full score of “South Pa- 


ific” on long-playing records. 
HOUSEHOLD HITS HOME Bert Iden, who ought to know, says 
that people who like books like music, 
enjoy listening as they read. He thinks 
F the appearance of attractive new rec- 
HOUSEHOLD nagazine, ords in speeds that will not operate on 
1 78 rpm machine is bringing about 
discontent and opening up the market. 
The records are made today to be 
used with changers and there is little 
doubt that the trend will grow, mak- 
ing or creating a much needed backlog 
of business for dealers who cannot get 
standard appliances. And in this the 
manufacturer is benefited by the fact 
that only small ..mounts of the vital 
metals are required in the changer, 
and manufacture of them will prob- 
ably remain steady. End 


What better combination for selling home appliances! 


U 
Capper Publications, Inc. 
Topeka, Kansas 
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y, my dear Watson, 


NESCO has the hottest specials!” 


Our private eye reports that buyers sleuthing 
for hot specials at Atlantic City will gang up 
around Nesco. They already know that Nesco 

is set with sizzling items designed to zoom distrib- 
utor and dealer profits. Check on the wide 
range of trusted Nesco products in both new 
and established lines. Look to Nesco for leader- 


ship in housewares and home appliances. 


You are cordially 
invited to see 
Nesco’s hot specials 
at Atlantic City 
July 9 to 13 


We'll see you there. Booths 231-3-5 








201 N. Michigan Ave., Chicago 1], Ill. 
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How Does Better Than Ringing Doorbells 


Your Stainless " IO” | CONTINUED FROM PAGE 63 
Stack Up? 











LABOR-SAVING device invented by service manager Jack Mahaffey is typical 
f firm's efficiency With this gadget one man can remove washer shell 


ill over town are quickly and effi- the East Des Moines 
ciently made in addition to pickups. he cost of keeping 
There is no clash between the service nist can be afforded by 
nen and the salesmen, all of whom Mr. O'’Callag! 


a in 
tarted work on delivery trucks hat Mrs. Ar 


ln 
has ten men, five of _ tion making calls, 
in the three stores. and is valuable 
irls, Mrs. Arlene Shoe- O/’Callaghan presents 
1e economist, and Miss from May 1 to October 
Jack Mahaffey heads proot that i ] 


Ray James manages is an asset 


When customers ask questions about your stainless 

steel products, it will help fatten your sales curve if 

ee And it will help you gain the FINANCIAL STATEMENT OF O’CALLAGHAN’S, INC. 
Here are five of the most commonly-asked questions 
and the correct answers. 





Period May 1 to October 31, 1950 Inclusive 


Net Sales $163, 698.52 
What is stainless steel? Cost of Sales 113,409.03 


An alloy steel containing 117 or more of chromium. Other a oo 50 289.49 


Other Operating Income 
Lease Fees Collected 179.00 


elements, such as nickel, may be added to vive stainless spec ial 
properties to make it right for specific products 

Is there only one stainless steel? 

No. There are more than 30 grades of Armco Stainless Steel. Gross Profit from Operations 50,468 49 
Each has been especially developed for strength at high tem- 
peratures, to resist heat and corrosion, and to be extra durable. Operating Expenses 

{re stainless products always more expensive? Selling Expenses: 

Salaries $4,005.00 
Commissions .. 12,281.86 
Advertising 1,906.12 
Sales promotion 1,193.47 
Shop expenses 598.67 
Is Armco Stainless easy to keep clean? Drayage 999.49 
Yes, its smooth surface cleans as easily as glass. Under normal 
conditions, soap and water do the trick. Cleansing and steri- Delivery: 

lizing agents properly used won't affect this attractive, Labor 3,871.51 
gleaming metal. Automobile & truck expenses 1,365.15 
How does stainless steel “stand up Depreciation, trucks and shop 

tools 374.11 


Not always. Even when first cost is higher, they're a better buy 
in the long run. For Armco Stainless is a lifetime investment 
solid rustless metal all the way through with no plating to 
wear off 


You can be sure that stainless is exceptionally tough. It does 
not discolor in normal household use and is not affected by 
heat, fruit ac ils, orany household cleansers. 


Total selling expense 26,595.38 


Remember these selling points for Armco Stainless Occupancy Costs: 

Steel. Your customers will be better satisfied when they Rent $2,320.92 
know that parts of the new appliances or housewares Building maintenance 210.01 
they buy are made of these rustless steels Insurance 799.68 
Light and water 377.03 


AR M Co (—) Depreciation, improv 63.88 
pRMCO Total occupancy costs 3,771.52 2.30 


STEEL CORPORATION \/ 


3841 Curtis St.. Middletown, Ohio © Plants and Sales Offices from 


Forwarded 30,366.90 50,468.49 18.55 








Coast to Coast ¢ I \port The Armco International ¢ orpoeration 
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That's how many Electric Water Heaters have been installed in homes 
since World War II! 

In 1950 alone, 990,000* new, automatic Electric Water Heaters 
were installed. Only a few years ago this annual figure was down 
around 200,000. 

These facts mean a lot to you, the electric appliance dealer. 





Electric Water Heater sales are rising rapidly. Industry surveys 
prove more and more home owners want Electric Water Heaters. 


Never before has your opportunity to cash in on this trend been 
greater. 
Electric Water Heaters are the best buy—and the reasons... 
LONG LIFE... LOW INSTALLATION COST... LOW OPERATING ‘ ‘ _— 
an FETE VY lie pata inten Sahat Install the type of ELECTRIC Water Heater 
COST...COMPLETELY AUTOMATIC...CLEAN... MINIMUM SERVICE. chet bees talan dhe tele—aaibeaieer eibieengs 
It all adds up to more sales and greater profits for you. Be sure to sell a size that’s adequate! 
So—get your share—it’s there for the selling! 
*Source: January, 1951 Statistical Issue, Electrical Merchandising 
Industry figures, developed from statistics compiled by NEMA. 


(rcarancia sae 


SELL |ELECTRIC| WATER HEATERS 


Ge er PRT TSP Sia NTE - 


ELECTRIC WATER HEATER SECTION , 

National Electrical Manuf ers A iation, 155 East 44th Street, New York 17, N.Y. 
ALLCRAFT * BAUER © BRADFORD ¢ CRANE-LINE SELECTRIC © CROSLEY © DEEPFREEZE © FAIRBANKS-MORSE © FOWLER «© FRIGIDAIRE 
GENERAL ELECTRIC ¢ HOTPOINT * HOTSTREAM ¢ JOHN WOOD e¢ KELVINATOR * LAWSON ¢ MERTLAND © MONARCH © NORGE 
PEMCO * REX © RHEEM e = SEPCO ¢ A. 0. SMITH © THERMOGRAY ¢ TOASTMASTER © UNIVERSAL © WESIX © WESTINGHOUSE 
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Better Reception 
—on every Set! 




















Hi-Lo at the 
MOVIES 


Hilow Spr 


ANTENNA |: 





One trial will convince you that Hi-Lo 
is the TV Antenna that makes really good 
indoor reception. Combining unique design 
with sound engineering and low cost with 
high fidelity has made Hi-Lo 
the fastest selling television 
antenna on the market. 


Lasso those additional sales . . . 
“ride the trail" to higher profits 
by demonstrating Hi-Lo! 


ORDER your supply TODAY! 


Don't forget ... the HI-LO OUTDOOR 
TV SPIRAL ANTENNA! 


*U. $. Patent No. 2,495,579 
Canadian potents applied for 





|} program,” declares Stone. 


His TV Show Sells the Whole Family 





punch, to gain the attention of the en- 
tire family, even the women who do 
much of the appliance selecting, be- 
cause we go right into the home,” says 


»tone. 


Public Service and General 
Interest 


“We keep after the novel, the thing 
that will interest the novice sportsman 
as well as the guy who knows his way 
about afield. We believe as many 
women as men watch the show, along 
with children, and certainly sales re- 
sults bear this out.” 

First to appear on a recent show 
were area sportsmen who, for about 
the eighth week in a row, brought 
dead foxes into the studio, threw them 
on a pallet and collected $4 or $5 
bounties. This idea was begun by 
Niederriter to encourage the state to 
pay a bounty again (it had been 
dropped) for dead foxes. 

“And the state took the hint!” says 
Stone. “They will begin bounty pay- 
ment soon.” 

Meanwhile, Niederriter paid for 
some 246 foxes, or around $1,000. 

“Names and faces, they count on our 
“All those 
hunters brought up foxes, gave their 


| names and addresses, looked at our big 
| audience through the camera and we 


} terest to 
| veterans’ 








95 


List 
PRICE 





Hi-Lo TV Spiral An- | 
fennas are sold through 
recognized jobbers. | 


ONLY Hi-Lo 
provides com- 
plete powerful, 
localized ad- 
vertising sup- 
port. Write for 
full particulars. 


/\ /\ 
TV ANTENNA CORP. 


3540 N Rovenswood * Chicago 13. Iilinors 


gained good will, plus.” 

After the foxes were presented and 
paid for, a group of sportsmen showed 
the TV audience some baby foxes. 
Sounties were paid for each pup, al- 
though they would go to the local zoo. 

A number of announcements of in- 
all, sportsmen’s meetings, 
aid, are interspersed 
during the shows. Lately, much has 
been made of the program’s 
pet projects, the formation and growth 


CR... 


one oO! 
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of a Junior Sportsmen’s League for 
boys between 12 and 14. 

“We have 250 members already,” 
reports Stone. “They build bird- 
houses, go out on fish stocking trips, 
help feed animals during bad weather, 
are instructed on conservation of 
natural resources, and so forth. Very 
worthwhile, and a great family atten- 
tion getter.” 

The Erie County Sportsmen’s 
League literally loves the TV show. 
Jerry O’Hearn, publicity director and 
editor of the league’s monthly publica- 
tion, appears on the program with 
Stone and helps considerably in carry- 
ing the interest, announcements, and 
handling of guests. 

It amounts to a local sportsman 
meeting, via TV, in their own homes, 
every week. League membership has 
been estimated to have increased by 
several thousand sportsmen, since the 
Outdoorsman hit the air-waves. 


Good Will and Good Hunting 


The program has found homes for 
some 250 puppies various dog-owners 
have wished to give away. 

Live bear, deer, skunk, raccoon, 
beaver and other animals have found 
their way into WICU, because of this 
unique program. A deer has been 
skinned and dressed right on the TV 
screens of Erie’s TV-owners. 

The Pennsylvania Game Commis- 
sion is very happy about the program, 
too; officials visit the studio, give talks 
on rules in hunting, tips on safety, etc. 
Even game feeding from planes sprang 
from the program. 

It’s good advertising for Niederriter. 
The people in Erie think it might be 
the only program of its kind in the 
country. And they buy appliances 
irom its sponsor. End 








“| KEEP TUNED IN ON THE HOMEMAKERS’ AND COOKING PROGRAMS—! WANT ANY 
FELLOWS THAT COME AROUND TO KNOW THAT I’M THE DOMESTIC TYPE.” 
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Wilcolator's revolutionary 


Oten-Keddy \ND\GATOR 


for GAS RANGES 


is all set to STEP UP 
SALES for YOU 


Now you can offer gas ranges with oven- 


heat control that automatically signals when the 


oven is ready for use. 
It's the hottest news in the range business! 


With the development of Wilcolator's exclusive 
new ‘‘Oven-Reddy"’, gas ranges can provide the 
important preheat indication that proves a boon to 
busy cooks, veteran or novice .. . the feature that 


has hitherto been available only on electric ranges. 


There's no longer any need to guess, reckon or 
“have a hunch"’ about a gas oven being sufficiently 
preheated. When oven heat reaches the cooking 
temperature called for by the dial setting, the 
Wilcolator “‘Oven-Reddy"™ signals by lighting a 


at a touch 


pilot lamp. The result is easier operation for the 


cook, time saving and fuel saving too. 


Here's a revolutionary gas range improvement 
that will appeal tremendously to every one of your 
prospects . . . a sales-clincher that will speed 


turnover. 


Lighten your selling effort, and brighten your 
profit picture, by making sure your manufacturing 
sources supply you with ranges that are equipped 
with the new Wilcolator ““Oven-Reddy" .. . the 
control that does a complete job. 


The Wilcolator Compan 





ELIZABETH, NEW JERSEY 


of the finger tips ! 
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This Is Selling 
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as 


Series motor parts engineered 

for floor polisher; adaptable 

to food mixers and other 
household appliances 


Lightweight universal motor 

for portable devices requir 

ing a self-ventilated, high 
speed motor 


f S30.000 


Trade-In Business Big 


Compactly designed tur 

bine provides dependable 

operation for canister-type 
vocuum cleoner 


APPLIANCES POWERED 


with 


Other Boosters Help 


MOTORS 


Now, more than ever, your customers want motor-driven 
appliances which will give good service for years to come. 


Aware of the importance of the motor in obtaining 
trouble-free operation, your customers recognize the 
advantage of buying appliances powered with Lamb 
Electric Motors — known for dependability. 


This is one of the reasons why more and more dealers 
are carrying... and featuring... Lamb Electric 
motored appliances. 


THE LAMB ELECTRIC COMPANY ¢ KENT, OHIO 
PEC PRPLICATION 
: oEAChORAL poeserowse MOTORS 
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Magic Chef 


AMERICAN STOVE COMPANY 


... Joins the Growing 
Concentration of Major 
F Appliance Manufacturers 


in The Merchandise Mart 


IN SPACE 1164-67 The American Stove Company, makers of famous “Magic Chef” 
ranges, has opened new showrooms and sales offices. Like many other manufacturers of 
major appliances, they moved to The Mart, not only to secure larger horizontal space to 
accommodate an expanded line, but also because The Mart afforded a 52-week-a-year mar- 
ket for American’s products. The Merchandise Mart welcomes “Magic Chef” to The Show 


Place of America’s Best-Known Brands. Visit them in their new showrooms as well as these 


Major Appliance Manufacturers Who Welcome American 


AB Stoves Div., Detroit-Michigan Stove Co 
Air King Products Co., Inc 

Amana Refrigeration, Inc 

American Central Div., Avco Mfg. Corp 
American Gas Machine Co 

American Stove Co 

Apex Rotarex Corp 

Bersted Mfg. Co., Div. of McGraw Electric Co 
Butts Mfg. Co 

Capehart-Farnsworth Corp 

Carrier Corp 

Conlon Brothers Mfg. Co 

Coolerator Co 

Crosley Div., Avco Mfg. Corp 

Deepfreeze Div., Motor Products Corp 
Detroit-Michigan Stove Co 

Dexter Co 


Dominion Electric Mfg. Co 

Dortsch Stove Works, Inc 

Easy Washing Machine Corp 

Elgin Steel Kitchens 

Florence Stove Co 

Free Westinghouse Sewing Machine Co. 
General Electric Co., Electronics Div 
Hotpoint, Inc 

Hunt Heater Corp. 

Knapp-Monarch Co 

Knox Stove Works, Inc 

Landers, Frary and Clark 
Magnavox Co. 

Murphy Radio, Limited 

Murray Corp. of America 

Mutschler Brothers 


Nationa! Sewing Machine Co. 
Noxon Utilities Corp. 

New Home Sewing Machine Co. 
Norge Div., Borg-Warner Corp. 
Peerless Mfg. Corp. 

Perfection Stove Co. 
Remington Corp. 

Revco, Inc. 

Royal Rose Gas Ranges 
Rutenber Electric Co. 

Stratford TV 

Temco, Inc. 

Tracy Mfg. Co. 

Trylon Radio Laboratories 
Westinghouse Electric Corp. 
Youngstown Kitchens by Mullins 


The Merchandise Ma 
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The fast selling cyl- 
inder type Cadillac. 
A complete cleaning 
system. All attach- 
ments included. 


You pick up more 


PAY DIRT 


with the 


line! 


¢@ 


Bigger profits are in the bag — for 


dealers who sell Cadillac vacuum cleaners. 


REASONS: 


MOTOR-DRIVEN 
BRUSH MODEL 


visit US 
NATIONAL 
HOUSEWARES 
SHOW, 


ATLANTIC CITY 
JULY 9-13 


BOOTH 


140 


900 


Cadillac's liberal discount policy 
gives you more profit per unit. 


Moreover, Cadillac national adver- 
tising regularly reaches the buy- 
ingest homemakers in America: 
the readers of American Home, 
Woman's Home Companion, Satur- 
day Evening Post, Cosmopolitan, 
Household, Farm Journal, and 
Sunset. 


Finally, you sell Cadillac cleaners 
with enthusiasm and confidence, 
knowing they offer unbeatable 
quality. Cadillac’s dirt-getting effi- 
ciency has been proved and praised 
by good housekeepers since 1911. 


For more than 40 years, 
sold only by reliable 
dealers and distributors. 


CLEMENT MFG. CO. 


6650 S. Narragansett Ave. 





Chicago 38, Ill. 


A New High in Dealer Aid 
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HOME ECONOMISTS at Western Appliance not only put on demonstrations for 


dealers and for dealers’ customers 
home economists for retailers 


ning depar - 


Built-In Efficiency 
Perhaps the most efficient section of 


the Weste 


tainly the one 


rn Appliances plant, and cer- 
which most impresses 
lealers, is the storage and 
I Here, to 


inate posts entirely, an arched roof 


loading, 
ipping area at the rear. 
s supported by 72-foot truss spans so 
| nothing obstructs free movement 


Dow n 


ee 
spur large 


of appliances in all directions. 

; , 

thie nter 1S a fraulroat 

enough to accommodate three box-cars 
] | ] usly, with 

warehouse 

handle the 


operations, 


Power 
loading and 
stacking crated appliances four high in 
indard factory-fashion, and utilizing 


pallet system, whicl 


t iS ampie tor the 


n's three carloads per day average 
traffic. At the left-front corner of the 


big warehouse buil truck- 
matched for 


ling is the 
loading dock, 
tandard truck-bed g 
electric overhead doors, providing for 
comfortable loading and unloading out 


1 
or the 


similarly 


with three 


The warehouse in- 
terior, incidentally, is heated to 55 


blower-type 


weather. 
degrees, by overhead 
ts, a temperature found most effi- 
for heavy-duty handling of stor- 

age. 

All of the offices and dealer train- 
ing facilities are evaporatively air con- 
ditioned during Colorado’s usual cool 
A 15-ton mechanical pack- 
age unit operates when large crowds 
ire assembled in the building or when 
the temperature goes over 95. Like- 
a hot radiant heating sys- 
tem is located underfloor throughout 
the building, and all air is washed to 
add humidity to compensate for the 
dry atmosphere. 

From first to last, Western Appli- 


has set up its 


weather. 


wise, water, 


service from the 
Most of the build- 
ing is devoted to either dealer service 
or dealer training, as requested by 
dealers themselves. The focal point 
is a theatre which seats 125 in com- 
fortable plastic upholstered armchairs, 


ance 


dealer’s st indpoint 


JULY, 


they also help train demonstrators and 


facing a stage, which puts every em- 
phasis on showmanship. 

“Our stage is equipped with every- 
utilized by any major vaude- 
theatre in the country,” 
“We 
ance merchandising today is 80 per- 
cent thus, the 
theatre is set up to teach the student- 
dealers to provide startling color ef- 
fects and dramatic presentations.” 


thing j 
ville says 


[hompson. believe that appli- 


showmanship, and 


Salesmen Call Often 
Western Appliance’s dealer service 
program is directed by Thompson, and 
consists of with 420 


franchised dealers and 270 non-fron 


close liaison 
chised dealers, who make up 80 per- 
cent of the top dealers in the firm’s 
territory of Colorado, western Ne- 
braska and Wyoming. Through this 
area the firm travels 11 salesmen who 
must contact every dealer a minimum 
of two times per month, actually within 
a period of three weeks. Each sales 


man spends his fourth week of each 
nonth at the headquarters, 


where he undergoes monthly school 


Denver 


ing and training classes. cleans up de 
Is, absorbs needed information, etc. 
set up this fourth-week plan 

ly for the benefit of manufac- 

4 “all of whom 


sales force is in 


[hompson says, 
n hat our entire 
he building during this week, and who 
send their representatives, demonstra- 
tors, etc., at a time when each will do 
the most good.” 
The monthly “week-in” naturally in- 
sures that Western Appliance sales- 
men are up-to-the-minute on 


t 


phase of appliance retailing. 


every 


Concentrated Training 


During January and February, 
Western Appliances is alive with a 
continuous, 60-day training program, 
which covers all dealers, 
heads and mechanics. 
two months, the 


their service 
During those 
firm every 
aspect of appliance retailing of interest 
to dealers, with a constantly varied 
series of meetings and demonstrations 

he theatre. Assisting are a full- 


in the 
(Continued on Page 142) 
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The Incomparable 


-pohatt 


TELEVISION 


Hundreds of Capehart franchise holders agree— 
the name “Capehart” draws the kind of trade 
that means easier, more profitable selling! That's 
because the Capehart is a quality instrument in 
every sense of the word ... backed by a reputa- 
tion that was years in the making. 
No other line can match the renowned CX-33 
chassis that provides the Capehart Crystal-Clear 
picture. No other possesses the world-famous 
Symphonic-Tone System. And of course, Cape- 
hart cabinetry stands alone... appeals to the 
discriminating of all income groups everywhere. 


Perhaps you, too, can join the fortunate group of 
dealers who make Capehart their banner line... 
learn why the Capehart franchise is called the 
most valuable in the industry. See your dealer or 
write to E. Patrick Toal, Director of Sales at Fort 
Wayne. 

te WHEN IN CHICAGO... be sure to visit the Capehart 

Salon, Room 1118, at the Merchandise Mart. 


<8. | 





The Capehart “BOSTONIAN” 


*Includes 
Federal Excise 
Tax. Warranty 
extra. All 
rices for 
one |, 


Luxury television at a realistic price. 20-inch ONLY 


Crystal-Clear picture. Mahogany veneer cab- 
inet. Capehart Symphonic-Tone. The set of $35,995 * 


the year for sales and profits! 


The best looking Clock-Radio 
on the market 


The Capehart Clock-Radio is not 
only an accurate timepiece, it serves 
as a tireless servant... reminds of 
appointments, turns on appliances. 
Really beautifully 
styled in a choice of $ 95 
colors. A sure sales = 
winner! 

Slightly higher in the West 


The Capehart 
table model Radio 
True Capehart quality in minia- 
ture. Handsomely designed in dark 
green plastic...unbelievably beau- 
tiful tone. It's set to make a big 
splash in the table- 


radio market...boost $ 95 
profits for you! patna 


Slightly higher in the West. 








An Associate of International Telephone and Telegraph Corporation 


\ it CAPEHART-FARNSWORTH CORPORATION, Fort Wayne 1, Indiana 
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This Little Box Helps 
sell the Big Ones! 


is FROSTOFOLD - Frozen 


Food Containers . . tried and 
proven freezer selling tools 
-and extra traffic builders 


Prelined Frostofold Pint and Quart Containers provide the quickest, easiest, 
most efficient way to home package foods for freezing. That’s why 
Frostofold is approved by Good Housekeeping—highly recommended by 
leading home economists and freezer manufacturers — preferred by millions 
of consumers!... And that’s why it has proved to be such a practical freezer 
selling tool! 


Frostofold combines a sturdy outer container, for mechanical protection, 
with a built in inner liner, to scientifically protect all kinds of frozen foods 
-also, pre-cooked foods of every type. Its rectangular shape saves freezer 
space, makes storing simpler. Let Frostofold help you show customers how 
easy it is to home package foods properly for the most efficient use of the 


freezer you sell! 


Frostofold gives you a big extra plus in profits and store traffic by bring- 
ing women back regularly for repeat purchases of Frostofold packaging 
supplies. The full line of Frostofold materials also includes: A Complete 
Food Packaging Kit; Pint and Quart Polyethylene Bags; 6-lb. Poultry Bags 
and Stockinette. Order nationally advertised, consumer-preferred Frostofold 
materiais now—through leading appliance distributors—or direct from 
The Interstate Folding Box Company ® Middletown, Ohio 


8 sovrerstn 


NO FUSS-NO BOTHER 
NO SPECIAL 
EQUIPMENT 


THE INTERSTATE FOLDING BOX COMPANY 
Middletown, Ohio 


A New High in Dealer Aid 





home economist, who, inciden- 
ly, is available to dealers out in the 
territory when requested, and D. D 
Walcher, who heads up the commer- 
parts and department, 
plus manufacturers’ representatives. 

In every facet of dealer training the 
emphasis is skillful 
selling, rather than specific appliance 

“We simply present an all 
embracing form of training, which is 
any big-ticket 
yroject,”” Thompson says. “‘C 


cial service 


now on overall 


training, 
applicable to selling 
Sovered is 
approach, basic psychology, closing the 
sale, presentation of expensive items, 
etc. We attempt to train the dealer- 
salesmen to build up the same desire 
for ownership, appreciation of various 
buying methods, etc., in his customer 
which will fit a refrigerator, 
ing machine, or a complete kitchen. 
This is the type of training we found 


a wash- 


and their sales forces 


that’s 


that our dealers 
needed, and thus 


teach.” 


what we 


In-Store Training for Dealers 


While 
salesmen per 
February period are not unusual, the 
; : 


classes of 60 dealers and 


day during the January 


“in-store training” 
I district 


DY nine 
distributed through the five 


uulk of training is 


which is conducted 
managers, 
major zones into which the territory 
is divided. Western Appliance dis- 
trict managers drive a total of 25,000 
m per month in new cars furnished 


for the purpose 
} + 


cheduied, 


“lass 1S not being con- 


which a 


somewher territory 


‘ial parts and 
vho sper d 90 per- 
olding simi] 


> service 


[ nee dealet 
ntiquated, unwieldy bookkeep 
certainly not calculated 
1 profit. Our comptrollet 


tep in, set 


t up 


‘tion systems, 


norass OI fi 


gures in which 


We 


enmeshed. 


vent a ad 


it is bound to be 


yur services.” 


SULT, 


CONTINUED FROM PAGE 140 
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four specialized serv- 
held every month in 
the Denver headquarters for the 

fit of department managers 
and mechanics among tl 
Closely allied with 
department, 
a thoroughly-trained woman 


leh ’ 
available to dealers 


From three to 


ice meetings are 
bene- 
service 
1¢ deale rs serv- 
this is the 
which 


iced, 


home economics 
presents 
economist, 
training their 
smaller dealers, 


for 
in the case of 
the re- 


own, OT 
to represent 
tailer at special promotional events at 
a nominal charge 
Lastly, from the service standpvint, 
Western Appliance executives found a 
tremendous waste in advertising ma- 
terials existing at almost ev 
tributor visited during the 
ing program. To eliminate this alto- 
gether, and to see that the dealers get 
maximum benefit from rer 
preparation of advertising materials, a 
separate department has been set up 
with storeroom, in which all 
ulvertising materials are concentrated, 
and distributed to dealers, under super- 
full-time employee, whose 
is to see the 
mats, direct-mail 
furnished by manufac- 
actually used—and to the 
benefit of individual dealers. “This 
incidentally, has probably 
goodwill than any 


feature,” Thompson de- 


1 
ais- 


ery 


pre-build- 


manufactt 


its own 


vision of a 
sole responsibility that 
placards, posters, 
stuffers, etc., 
turers are 


service, 


ougnt us more 


other sing] 
clares. 
The c franchised 
are likewise supported by an ur 
ery day 
station 


ympany’s dealers 
1usual 
radio program, presented ev 
through the vear, over rad 
KTLN. This station, a purely local 
broadcastins organization, presents 


through the 


1 
ily di jockey shows 
tremely 
Vester1 


f; 


} 


10 a 


] ~ 
ippliance n 
lot 


“BILL’'S APPLIANCE?—I’D LIKE TO HAVE A 

NEW PART FOR MY REFRIGERATOR. IT’S THAT 

DINGUS THAT GOES OVER THE WATCHAMA- 

CALLIT. | DON’T KNOW THE NUMBER, LOST 

MY PARTS LIST, BUT IT’S PAINTED BLACK IF 
THAT'LL HELP ANY... .” 
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IG POLK BROS. - 
OURNAL PROMOTION A SUCCESS! 


SOL POLK, 


Vv 


GENERAL 
wesTi' 


e.ecTric 


gHouse 


not POINT-MATTAG'EASY 


O- ROPER 





conscious of nationally advertised brands." 


"In this promotion that used Ladies' Home Journal 
exclusively, we found the Journal was a natural for 


preselling store traffic, and for keeping store traffic 


President, The Polk Bros. Central Appliance and Furniture Co., Chicago, Illinois 


STOCK—PROMOTE—DISPLAY —ADVERTISE THESE BRANDS AND MAKE CUSTOMERS COME TO YOU FOR JOURNAL-FEATURED PRODUCTS 


Air-Way Sanitizor 

Vacuum Cleaner 
American Beauty Electric tron 
Arvin Automatic Electric Iron 
Arvin Electric Housewares 
Arvin Lectric Cook 
Caloric Gas Ranges 
Crosley Electric Range 
Crosley Freezer 
Deepfreeze Electric Range 
Deepfreeze Home Freezers 
Deepfreeze Refrigerators 
DeVilbiss Vaporizers 
Dexter Twin Tub 


Easy Spindrier 

Electresteem Vaporizer 

Electresteem Vaporizer and 
Bottle Warmer 

Electresteem Vaporizer, 
Portable Steam Radiator 
Electresteem Baby Bottle 
Warmer and Electresteem 
Baby Bottle Sterilizer 

Eureka Cleaners 

Evenfio Nursing Units 


Farber Automatic Coffee Maker 
Farberware Stainless Steel 


Cooking Ware 


Federal Enameled Ware 
Firestone Home Appliances 
Fletcher's Can-Well Canner 


Fletcher’s Can-Well Cold 


Packing and Preserving 


| Fletcher’s Roastwell 


Roasting Pan 
Frigidaire Automatic Washers 
Frigidaire Electric Range 
Frigidaire Refrigerators 


| General Air Conditioning 


Cooking-Refrigeration 
Combination 


G-E Automatic Blankets 
| G-E Automatic Toaster 
| G-E Automatic Washers 


G-E Iron 


| G-E Light Bulbs 


G-E Refrigerator-Food 
Freezer Combination 


| G-E Refrigerators 


G-E Triple-Whip Mixer 


| Gibson Electric Range 


Gibson Refrigerators 


| Hamilton Beach Mixer 


and Mixette 


| Hardwick Gas Ranges 








| Horton Automatic Washers 
| Hotpoint All-Electric Kitchen 


Hotpoint Automatic Clothes 
Dryer 
Hotpoint Electric Ranges 


International Harvester 
Refrigerators 


Johnson's Waxes and Wax 
Electric Polisher 

KitchenAid Food Preparer 

KitchenAid Mixer and Kitchen- 
Aid Electric Coffee Mill 

KitchenAids 

Kold Pak Portable Electric 
Refrigerator 

Lewyt Vacuum Cleaner 


Magic Chef Gas Ranges 
Maytag Washers and 
Gas Range 


Met-L-Top lroning Table 

Mirro-Matic Electric Percolator 

Mirror Aluminum Utensils 

Motorola Clock Radio 

Motorola Radios 

Motorola Television 

Motorola Television-Radio- 
Phonograph 


| 





Murray Gas and 
Electric Ranges 
Murray Kitchens 


New Home Sewing Machines 


Perfection Electric Ranges 
Pfaff Sewing Machines 
Philco Refrigerator 
Philco Refrigerator and 
Electric Range 
Philco Television 
Philco Television and 
Television-Radio-Phonograph 
Presto Cookers 
Presto Vapor-Steam tron 
Regina Twin-Brush Electric 
Polisher and Scrubber 
Revere Ware 
Rid-Jid Ironing Tables 
and Ladders 
Servel Refrigerator 
Sunbeam Coffeemaster 
Sunbeam lronmaster 
Sunbeam Mixmaster 


Sunbeam Toaster 


Tappan Gas Ranges 


| Toastmaster Automatic 


Electric Appliances 


Nearly half--47.2%--of women shoppers interviewed in appliance stores all 


said they read LADIES' H 


When the Journal comes out, 


ELECTRICAL 
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owned, customers come in 





Toastmaster Pop-Up Toaster 
Toastmaster ‘‘Toast ’n Jam” Set 


Universa! Coffeematic 
Universal Stroke-Sav-r tron 


Verplex Lamps and Shades 
Vornado Air Circulators 


Wear-Ever Aluminum Cooking 
Utensils 

Wear-Ever Coffeemaker and 
Wear-Ever Chicken Fryer 

Westinghouse Clothes Dryer 

Westinghouse “Commander” 
Electric Range 

Westinghouse Laundromat 

Westinghouse Roaster-Oven 

Westinghouse Speed-Electric 
Ranges 

Whirlpool Automatic Washer 

Whirlpool Automatic Washer 
and Dryer 

White Sewing Machine 


Youngstown Kitchens 


Zenith Radio-Phonograph 
Zenith Radio-Phonograph, 
Portable Radios and Radios 


Zenith TV-Radio-Phonograph 


over the country 
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INLAND'S 
“LUFT! TILT 
EMONSTRAT 


makes taster retigerster sales, bigger protts{, 


It's happening just as you see it in the picture, 
in thousands of homes. on every hot summer 
day and night. “Lift! Tilt!” .. . that’s all it 
takes to get plenty of ice cubes in a jiffy! 

And because it’s so easy, so simple, it makes 
the best possible store demonstration for Inland 
“Magic Touch” Ice Trays. Just try it... with 
your next prospect! Slip an ice-filled Inland 
a> Oye 


and watch the selling 


Tray from a refrigerator on the floor . 
the lever. tilt the grid... 
effect! 

The “Lift! 


closes refrigerator sales! You'll sell refriger- 


Tilt!” demonstration actually 


ators faster, sell more of them. And of course 








ICE CUBE Tit 


INLAND MANUFACTURING DIVISION, 


PAGE 144 


General 


you'll make many on-the-spot sales of Inland 
Ice Trays as replacements for old. inconvenient 
trays. More sales . . . for more and bigger 
profits! 

Make sure that the refrigerators you sell are 
Inland “Magie Touch” Tee 


.. for your customers... for yourself! 


equipped with 


Trays . 





LIFT! TILT!” is the constant headline 


theme of Inland’s strong national magazine 
advertising campaign throughout 1951. Use it 
... in demonstrations and sales talk . . . to your 


greatest advantage! 











4 


Motors Corporation, Dayton, 


Ys 
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Confidence in Service 


Sells TV 


CONTINUED FROM PAGE 64 some 


ired rhe point is always 
stressed that the company wants the 
buyer to get exactly the set he wants 
at the terms he wants. 


Installation a Specialty 
Installation of TV sets is a specialty 
with Lynn Strickland, A careful pre- 
liminary survey is usually made to help 
the buyer decide where and how a set 
should be placed, the type of antenna 
needed and other factors for best recep- 
tion. At the time of installation, the 
Strickland salesman spends as much 
time as possible to make certain that 
the buyer knows how to operate his 
set and understands its workings. He 
assures the customer that he is ready 
to call back night or day to explain 
anything which may not be understood. 
Every future service which may 
rendered by the firm is again em 
i t the time of installation 
the third factor in television 
trickland flatly guarantees 
hat necessary servicing and 
vill be available t 1 
important reassurance 
Strickland declares, 
im we will always 
> Service on his 
] are 
Ise 


charge, 
made 
ndle bet 
s upon the 
got the idea of stres 
ule S lactor soon after 


j 


t television sales fiel« 

His experiences with radio convinced 
him that service would be a major iten 

IV field also and his first step 

employ a trained television 

er for this department. Since 
September, 1949, he has advertised the 
; P 


as much as he has ad 


ma well known 

gan, Mr. Strickland pro 

t world that “L. S. sell 

M. F. T.”, which translated, mean 
“Lynn Strickland sells mighty fine 
television”. His five salesmen, two of 
them full time outside men, carry thi 
logan with them in selling Zenith 
Philco and Motorola lines. But as o1 
f the salesmen points out, the magi 
letters als ynn Strickland’ 


vision” End 
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Table |: Operating Costs and Profit Ratios Table Il: Sales by Produc* 

ITEM 1950 1949 1948 
Net sales* 100.0 100.0. 100.0 
Cost of goods sold** 69.2 67.2 68.7 
Gross margin 

(line 1 minus line 2) 30.8 32.8 31.3 
Total operating costs 

(A through E) 24.8 
A. Administrative 16.9 


(1) Owners’ and/or 


PERCENT OF TOTAL SALES 

PRODUCT 1950 1949 8 1947 1946 
Refrigerators 2: 27 24.9 19.¢ 
Washers 18 14." < 18.0 
Television 13 | 

Ranges 12 10 2.2. 13.0 
Radios : Fi : 17.0 
Vacuum Cleaners iP 3.0 


Other Sales 2 27 25.0 
mgrs’ salaries 3.6 


(2) Office salaries 1.5 
(3) Salesmen's pay 4.8 


Freezers 
Dishwashers 
lroners 


(4) Service men's Other major 


wages and expenses a) Small appliances 4 


(5) Delivery expense’ 1.4 TOT. 100.0 TTR YT 
(6). Other administrative 
expense 11 
. Occupancy expense 26 ; Table Ill- Trade in Percentage to Unit Sales 
Advertising expense Be 
. Bad debt losses 0.3 


E. All other expenses 2.8 


PERCENTAGE OF SAL” 

NVOLVING TRADE-INS 
PRODUC) 1650 1949 1948 1947 1946 
Net operating profit Refrigerators 4z 35 if 
Washers 49 ‘ 27 19 
Ranges kT.) i) 


Vacuum Cleaners 36 22 


(line 3 minus line 4) 6.0 


Television 


SURVEY: Dealer Profits Rise, Costs D 


A sales volume 23 percent ahead of 1949 and a three point drop in operat- 
ing costs help dealers responding to NARDA survey report bigger profits 


ng year. (See Table III.) duced the gross margin figure to the lowest { 
In 1950 NARDA dealers showed average sale the five-year history of the survey Fro 
square foot of selling space of $74.69, com of 33.9 in 1946, the 
vared with $73.20 in 1949 fallen to 30.8 


Inventory turn in 1950 was 4.3 as against 3.8 In 1950, however, dealers were abl 


gress margin hg 


n 1949. And, foreshadowing what was to come it ite for reduced margins by lowering ¢! 
1951, dealer inventory at the end of 1950 was 49 ting costs, an accomplishment which e] 

at the start of the year i previous years when their margins had | 
reducing their total operating costs, d 


pared down almust every item that gi 


The Profit Picture 
ent of the participating dealers make up this figure. Administrative expe 
llar operating profit in 1950. In rom 19.1 in 1949 to 16.9 in 1950 
rcent had been able to do that. xpense re ned stable but advertis ng ¢ 
lollar pront i s 1 1950 tures and “all ther” expenses fell 
veral hundred percent SS inci fractionally 
perating profit ratio was better h g for “‘salesmen’s pay” 
1950 this ratio moved ahead of level tablished in 1946 and 1947 aft 
But the cost figures which cle I higher figures in 1948 and 1949 
1 each of the two years wert 947 and 1950, salesmen got 4.8 perce 
of each other ; in the two intervening years the figure 
In 1949 a drop in the “cost of goods sold” mo to 5.5. The drop in 1950 may be sor 
in offset a small rise in the total operating cost f the heavy consumer 


demand _ for 
itio. But in 1950 the “cost of goods sold’ rose radio and TV during the year. 
harply and it required a sharp drop in operatit Overall, administrative expense 
‘ost to enable net operating profit to run ahead 19.1 percent in 1949 to 16.9 in 
1949’s figure figure is the lowest in the five-year 
The figures shown in Table I include revenu the survey and is considerably unde: 
rom service as well as the cost of service parts f 1946. * 
ind supplies. If service elements are excluded Occupancy expense, which had falle: 
[ io rises from 69.2 to 69.7 previous year, remained stable in 1950 
and the gross margin falls from 30.8 to 30.3 rhe study was made for NARDA | 
he rise in the cost of goods sold last vear re economist Richard E. Snyder 


the cost-of-goods-sold rat 
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THERE ARE TWO KINDS OF FREEZERS... bd f 
4 News Briefs 


THERE'S A BIG MARKET FOR BOTH... 


} 


Becomes Department. Telechron Raises Prices. Emerson Radio and 
Inc., a manufacturing affiliate of the Phonograph Corp. on June 1 raised 
General Electric Co., has become a the prices of its television line after 


department of the parent company ae day period of lowered prices. 
GIVES you BOTH ind will be part of the appliance anc ! action was taken because 
-—_—_— eer ~ electronics group in the G-E organ- “W ave reached our ultimate 
zation Telechron president A. J. ( tiv of reducing dealers’ and 
F ’ , . - -come general manager listributo invento ” president 
Don’t miss half the freezer market. Sell Wilson ti detainee aa os eee ’ d 
he departmen anufacturing 
Freezers. Then, no matter whether the customer ngineerit id sales organizations 
prefers a sectional reach-in or the conventional chest a are . — 
7 re etter icture. 
type you can make the sale. For Wilson makes both e Snceiil ie Atak ras 
types—in a full range of sizes for every farm or Defense Shut Down. The Gibson ! Lit 
home freezing need. Refrigerator Co. last month shut 
lown part of its production facil 
y: . . ae tie rder to shift machinery for 
More— Wilson is an easy line to sell. Nationally ny donee $ ceitian on os ee aa 
advertised, nationally known, Wilson Freezers have plant to another. Appliance produ New Products 
tior ] ot fall below totals pre ae aN = 


rod 


every feature a freezer can have—including a rea- 


sonable price. 


e Expand Service Facilities. | 
Sectional Freezers fully equipped laboratories and 
ive be n a Idec to the 
product service divi- Change Name. Fed 
A. O. Smith Corp Corp. has changed the 


} 
the 


ner division to 


Deluxe. Remote installation Plan New Factory. V-M ( oes Sees division 
of condensing unit. Take- — ext sean bar. vs ase gen so & 
apart construction for easiest ani all - ; ran hemes ae Fall 
installation. Add-a-unit de- : a ivaia ee akin acmacee Rhee oh asia Rn Mie = 
sign permits enlargement. struction o » new plant will ” 
Fast freeze on any shelf. t underway as soon as defense phd as TEENS ‘ § Motor- 
Manual fast freeze control ntract ind re rd changer pri ol: ne., told the com s stock- 
Five-year warranty. Four Juction warrant holders in early y. He warned 
sizes—for 1000 (illustrated), hat the « ymarv summer lull will 
2000, 3000 and 4000 Ibs. of be somewhat intensified by credit 
food. rvel, Inc., in late tl 
ed that shortages of 
num had forced the 
its first curtail Distributors Meet. Over a hundred 
of household distributors of Arvin television and 
cut by radio will attend a two-day 
the Moraine Hotel, 


Ill, July 29-30 








Chest Freezers ! nufacturit oa ey 1 Heater Deal. Retailers who order 
reles been renam the N - Arvin room heaters before August 
2—R__. hermador rp oint ti wit! 1 will receive a free metal and can 


every 


| EE / 
ORE 


Model FC-82 Mode! FC-152 


yntained. Wrap-around freezin 
ct freezing. Manual 
Automatic interior li 


The Most Complete Line 
able divider 


of Home and Farm Freez 
ers Ever Offered by a 


Single Manufacturer 


Today — Write, Wire or Phone A. A. DAVIS Concerning a Franchise 


) on \ | REFRIGERATION, INC. ; 
~ 0 LEE C. LOVE, general sales manager of the Ebco Mfg. Corp 
a et a Smyrna, Delaware iv € r tne ad 5 ind promotional eg te prepare 

oir arier ealers have 


FARM MILK COOLERS * HOME FREEZERS + COMMERCIAL REFRIGERATION scctalaee’ inhasidieiettiaiben Bile a.alaeis Gaeae ae aaamadien ax aa 
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Launch Ad Drive. John Meck In- 
dustries, Inc., has launched an in- 


tensive localized advertising cam- 
Paign on its new long-distance TV 
receivers 

3 


Regional Meetings. Details of Cool- 


erator's expansion program were ex- 
plamed to distributors in regional 
meetings in Chicago and New York 
last month. A final meeting will be 
held in San Francisco on July 10 @ 


distributors last month 
more than 50 field service 
tl wn and for 


ons. 


- Here’s your opportunity to check the selling points of the oil 


Du Mont Honored. Allen B. Du 
Mont, television pioneer and presi 
dent of Allen B u i ynt Labora- 
t ed fourth 
“outstanding ° . 
Il conducted all these features, you're settling for less than Perfection . . . 


Magazine. The 


heaters on your floor. If the heaters you’re stocking don’t have 


Television 


honored the only heater with all these big advantages! 


Why offer your customers less than the best — Perfection! 


onus. Certific 
ncy value 
t are Dé 
buy pict 
Thomas Electronics, Inc., , 
N. J Test equipment cho or On, On, : 
n is manufactured by PILOT: OTHER FEATURES : 
electric Co., Chicago i “ : = . 
A real pilot—a tiny flame—not Scientifically designed for Efficient radiator extracts extra 
just a low fire cleanest-burning fires heat from fuel used 
Ad - Kaye-Halber ‘orp / ‘ 
a a bis — = i Burns over 40 hours on one Whisper-quiet in operation — C] Removable reservoir fits neatly ) fa 
Was honorec ecentliy by the New . H 
York Advertising Art Directors jallon of oil thriftiest in fuel use inside heater 


f its humorous newspaper 


sing on “T.V.LP.’s.” Burns constantly, elim 3 Lighting tube gives ready C] Vv 


bother of relighting access to burner bowl 
2 


Midget" Pilot makes auto- C) [Yj Removable top grill is porce- C] Ca 
New Line. Packard-Bell Co. has 


“ae ' at matic controls truly practical BLOWER: lain enameled 
d dealers that it will introduce 


ner ne at the n F ag . 
new line at the San Franciscc An actual blower, not merely C] [yj Full porcelain enamel finish on ia [A 
iture Mart in July with de : Fi 


s scheduled for August 1. The a fan super model 


1 has been sponsoring sales So quiet you hardly hear its [iy Built-in plunger cleans fuel line C] fa 
ting its dealers by means of 20 quiet y y 


ER: purring sound without heat interruption 


Multi-Heat” burning provides [) [iy “Floor-Flo” blower spreads a CJ [yj Automatic draft regulator for C) [iY 
in tc 


full range —hic low fire carpet of warmth steady, even combustion 


Tariff Reduction. Canada has re re) zec i i 

“a 5 i past Welded stainless steel con- Propels more warmth into far- Gallon-sized humidifier is [y 
duced duties from 22.5 to 20 percent ’ ee 
ol bens af ree 


f thest corners porcelain-enameled 


films shown over 
stations 


retrigerators. The con uction Is service 
are the result of the Tor- 
conference. Other Canadian 
yns affect the appliance 


tly 
* 


New Name. The Kewaskum Uten- 
( n changed its ¢ yrporate 
to Regal Ware, Inc. The com- 


the new name 


You can’t beat 


“Panfettion — 


oil and gas heaters! 


0/7 // 2 Meise 


Aid Research. 


( 


SILLA Ab hhhh 


CLLAEEI A. hh 





(write us for futhe na 1 the complete 


line of Perfection heaters) 


< PERFECTION STOVE COMPANY 
Campaign on Color. Colored door mT Pa. 7306-\ Platt Avenue Cleveland 4, Ohio 


1¢ 
are 


paigi 
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PORTABLE IRONER 


(C) eliminates ironing day drudgery: (D) is reasonably priced. 


populh with dealers because it sells quickly at good profits. 

Elbow control leaves user's hands free to guide clothes. 21” wide 
roll. Thermostatic heat control. A red light indicates when current is on. Motor is 
wholly enclosed. Non-slip rubber guard. AC current. Bright chrome and white 
enamel finish. 

UTILITY HEATER a6 & 
Approved 

A very attractive mode] finished in choice of white 
or brown porcelain enamel. Reflector and dress 
guard are chrome plate. Well made to do a good 
heating job for years. Equipped with double radi 
ants and cast-iron burner. 12,000 B.T.U. 16” high. 
11” wide, 6%” deep. 

Model 2123 for L.P.G. gas 

Model 2123-B for Natural and Mig. Gas 


popurar with women because (A) it is so easy to use; (B) saves time; 








Fully Vented CIRCULATOR 
AG A Approved 

Efficient in operation. Provides clean, dry 
heat and eliminates sweating windows and 
walls. Gas cannot be turned on by 
accidently brushing against the valve, be- 
cause it is safely located behind a closed 
door at side. Brown porcelain enamel fin- 
ish. Made for all gases. 

No. 914-V 19” high 12” wide 9 deep 14,000 B.T.U 


No. 917-V 19” high 12” wide & deep 17,000 B.T.U 
No. 920-V 19” high 19° wide 9 deep 20.000 B.T.U. 


ORDER FROM YOUR JOBBER—or write for 


literature on full line of Ironers, Electric and 
Gas Heaters, and Lawn 5prinkxlers. 


Visit our Exhibit June 18-28, American WHEN 
Furniture Mart, Chicago, 17 Floor, Space 63 


IT’S AN 
= DEPEND ON IT! 


IT’S THE BEST 
OF ITS\KIND 


BEING CONGRATULATED is Harland Niebur of the National Pressure Cooker 
Co., a newly named member of the product manufacturers representatives of 
the National Appliance Service Assn., Inc. Left to right, are David Black of 
Arvin, Al M. Taws of Landers, Frary and Clark; Niebur, and James |. Arnett 
f Washington, D. C 


Service Men Hold Donald of Seth-Thom 


General Time Corp., ¢ 


Annual Convention his company was plannit 
thorize service stations fo 
Independent service men and « time 
yusewares manufacturer t ing elections, Keit 
th ral bli f tl alifornia Electric Serv- 
eeting of the N Qn Appliance ice Co., Los Angeles, Calif., was 
Service Assn., Ink n Philadelp! re-elected to the presidency. Thi- 
1 mid-May found th ‘Ives agree- bault C. Kaemmerlen of the Kaem- 
ing that closer coop yn bet n  merlen Electric Co., St. Louis, Mo., 
he two grot is needed vas re-named first vice president; 
Manufacturers wer ked to have John D. Hilburn of Boese-Hilburn 
presentatives call on vic ta Electric Co., Kansas City, Mo., was 
tions more frequently, t ip prod moved up from director to the sec- 
to their I nd vice -presidency to succeed Y 
1 is made and to’ Carl Bressie of Bressie Electric Co 
l of Portland, Ore. W 
tier of Detroit, Mic! 
secretary-treasurer 
New directors includ 
Woodall of the Woodal 
Appliance Co. of 
Charles W Schneck y 
Co. of Milwauke 
A. Leppert of tl 
o. of Washin 


- 
G ~ 
ihe 

NEW OFFICERS and directors of the National Appliance Service Assn., Inc., 
pose for the camera. Front row, left to right, are secretary-treasurer Wilfrid 
Cloutier; second vice-president John D. Hilburn of Kansas City, Mo.; president 
Keith L. Chamblin of Los Angeles, and first vice-president Thibault C. Kaem- 
merlen of St. Louis, Mo. Standing are directors Clarence A. Leppert of Wash- 
ington, D. C.; Earle A. Mueller of Cleveland, O.; Homer F. Woodall! of Atlanta, 
Ga.; product manufacturers representatives Harland Niebur of National Pres- 


sure Cooker Co., and Paul W. Roth of Dormeyer Corp.; and director Charles W. 
Schneck, Milwaukee, Wis. 
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Appears on every 


Stewart-Warner 
TV set manufactured 
since November 1950 


STEWART-WARNER dealers are ready for color TV. Because of farsighted engi- 
neering, all STEWART-WARNER sets built since November 1950 have provision for 
an adapter for CBS color TV. Here’s what this means to STEWART-WARNER dealers: 


1 With plug-in socket provided at z The value of their STEWART- 3. They can close sales to customers con- 
¢ rear of chassis, color adapter can © WARNER inventory is not only e cerned about color TV merely by dem- 
be connected quickly and easily—no protected against obsolescence but is — onstrating the plug-in socket at the back of 
chassis rewiring—no factory rebuild- actually enhanced as a result of this each set. This gives STEWART-WARNER 


ing required advanced design. dealers a real merchandising opportunity. 


AND DON’T OVERLOOK STEWART-WARNER'’S BUILT-IN PROVISION FOR U.H.F. RECEPTION WITH 
THE MIRACLE TURRET TUNER—NO CONVERTER NEEDED 


youre Qut In Front with 


Stewart-Warner 


Call or wire your STEWART-WARNER distributor TODAY! 


STEWART-WARNER ELECTRIC © Division of Stewart- Warner Corporation * 1300 N. Kostner Ave., Chicago 51, Illinois 
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Manufacturers Listen 
To Distributors 
At Atlantic City 


Delegates to the 43rd annual convention 
of the N.A.E.D. at Atlantic City make 
the most of the chance to talk to their 
suppliers. AT THE CASCO booth J. J. Reidy visits with J. E. DISCUSSING the Supreme Court decision on Fair 


Holland, Jr About 170 manufacturers maintained R. M. Oliver of Landers, Frary & Clark and 


conference boot at t Ambassador R. L. Harper oubleday Hill, Washington 


Se & _FENNESSEY f the Edward Joy y LEAVING the meeting hal! at the Chelsea are T. G GETTING IN THE MOOD for electric housewares ses- 
and Cory’s H. G. Blakeslee relax ir -ory confer Leary of Coghlin Electric, Worcester and H. F. Mc sion, Thomas O. Flynn of Marlin Associates, Dalla 
ence th after the first convention sessi Givney of Key Cities Electric, New k pins a “‘gift’’ badge on W. A. Rogers | f Marlin 


NAED EXECUTIVE DIRECTOR Charles G. Pyle enjoy RALF SHOCKEY and Toastmaster’s W. E. O’Brien di AT REHEARSALS of “‘Billion Dollar Baby’ Ralph Z. 
laugh with Pete Sampson of Samps< istributing uss the electric housewares presentation, a theatrical Sorenson of Westinghouse checks « int with C. A 
Chicago, while they await applian ion elect production titled ‘Billion Dollar Baby D’Elia of D’Elia Electric Supply 


ARKANSAS TRAVELERS visit the Arvin booth. From left to right are Arvin’s A G-E ALUMNUS, C. R. Pritchard, president of GESCO, makes a point with 


WoM hansen, T. C. Treac'way of Little Rock, Gordon Ritter of Arvin and two executives of G-E’s new traffic appliance department At left W. M 
T. C. Treadway, Jr Dennler; at right, R. E. Boian 
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food is our most powertul weapon ! 


q 


SAVES FOOD 


























SAVES LABOR 


SAVES TRANSPORTATION 








a \\ 


Farm and Home Food Freezers CONSERVE FOOD 


A half-million more average-size home freezers would increase rural storage capacity 25%. 


Farm and Home Food Freezers CONSERVE LABOR 


By eliminating many shopping trips and much meal-preparation time, 
they free housewives to do essential defense work. 


Farm and Home Food Freezers CONSERVE TRANSPORTATION 


Five railroad cars are required to transport the same quantity of fresh vegetables that 
can be shipped in one car in frozen state. 


Farm and Home Food Freezers CONSERVE STEEL 


The 1,600,000,000 pounds of frozen foods packaged in 1950 would have required tremendous 
quantities of steel to process by canning. 


THERE'S ONLY ONE GENUINE D - Epire. 4 VA F 
TRADEMARK MEG. U. S. PAT. OFF. steel, in the national 


FA RM AND HOME FREEZER interest. 


Deepfreeze Appliance Division, Motor Products Corporation, North Chicago, Illinois 








! 

| The huge plants of 
Deepfreeze, North Chicago, 
Winois, are dedicuted 
to the conservation of food, 
labor, transportation, and 
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Read These Vital Facts: 


Home freezers preserve meats, veg 
etables, and fruits in all their natural, 
vitamin-rich goodness for a long time. 
They stimulate production and reduce 
waste. If urban centers should be 
evacuated, present rural cold storage 
capacity can hold only a nine-day sup- 
ply of food for the nation. 

* 
Labor is saved because food can be 
frozen with far less effort than is 
required for other methods of pres- 
ervation. Home freezers save shop- 
ping time because they hold several 
months’ food supply. Complete frozen 
meals kept in a home freezer mean 
hours saved for the housewife 

* 
One car of frozen poultry equals two 
cars of live poultry. Shopping trips 
avoided mean a considerable saving 
in gasoline, oil, and rubber. 

* 
One pound of steel is required to pro- 
duce only 4% domestic-size food con 
tainers. Frozen foods do not require 
the use of steel or any other critical 
materials for packaging. 

* 
Food, labor, transportation, and steel 
are vital to national defense. In aiding 
their conservation, farm and home food 
freezers—and the dealers who sell 
them—ore performing an essential 
service, a service to be proud of. In 
the national interest, production of 
farm and home food freezers should 
be expanded. 
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THE CARNIVAL ballroom of the Hotel Capitol in New York looked like this 
in mid-May as Monarch-Saphin auctioned off its stock of TV receivers. In 
this picture, taken on the third afternoon of the sale, customers fill the 
main floor, overflow to standing room at the edas ind into the balcony seats 


TV, Appliance Auctions 
Cloud Market Picture 


Some inventory-laden dealers 
resort to public auction and 
draw fire from rest of trade 


29 


$215: a 
— CUSTOMERS ARE LEARNING ¢}) it anti peg brisk ' ion, ist price $98, sold at 8 
Ww oy 9 re looking for quality, X a itor sr ce 1a "Others Tey. 
i he spot. Ads like eat » store official said last month that Others Try It. onarch-Sap! 
million Saturday Evening ral t sand seals "Ts eadaly was 
. : readers, are telling them that 
hillips Screws are sure signs of 
more care in m inulact = 
acture 2 
more are in : a ct . Pg IGT ' e door to help the press) at 
' ir money — in every a . | 
product fastened with screws 
why 


ce S595, 
- nity of the au 


pub 


he best | 


agents were 


- That’s tion for phit ind ac vell have been the most s 

ry showing t veve! New ror esstul om of the subsequent 
is Fecognized clue to quality, Aft. r of enses cot ictions were called off before the; 
iy, due largely to pre 
listributors and dealers 





rices quoted during the sale wer thers were held as scheduled, wit 
PHILLIPS Cross-Recessed-Head SCREWS t current and that biddi: va irving degrees of success. One was 
' n sale at hardware, automotive often opped before complet ilmost a complete failure because 
a sabe at harawe . - ined that the prices f low bids, another succeeded in 

had been quoted fror rinted di ng merchandise it very | 


tributor sheets and that biddin ‘ rices and still another apparently 


cNTR TA REW 
AMERICAN SCREW * BLAKE & JOHNSON © CAMCAR SCREW * CENTRAL SCREW * CONTINENTAL SC stopped t 
. ° ! 
* ELCO TOOL @ SCREW * GREAT LAKES SCREW * H. M. HARPER © NATIONAL LOCK * PARKER-KALON high 
. , . cH too hi 
PHEOLL * ROCKFORD SCREW * SCOVILL * SHAKEPROOF INC. * SOUTHINGTON HOWE. * WALES-BEEC 


_ N 
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AUCTION VISITORS have eyes for only the stage as a set goes under the 
auctioneer’s hammer. The sets on which those in the back row are leaning 
are samples placed around the ballroom for inspection by prospective bidders 


THE START OF A SALE: The J. V. Jablonskis bid on an Admiral 17-inch 
combination. Their final bid: $310 for a set listing at $499.95. The couple 
had been window-shopping for a set elsewhere in Manhattan when a passer-by 
told them about the Monarch-Saphin auction 


CREDIT TERMS are arranged after the Jablonskis have posted a deposit on 


their 1 Monarch-Saphin 
rvice contract on the auctioned sets 
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BUILT FOR BETTER SERVICE 
Rapidayton’s 


JET PUMP LINE! 


RAPIDAYTON’S new Jet Pumps are designed and 
built for trouble-free performance and long serv- 
ice life. Ali models have one basic design and can 
be adapted for shallow or deep well service sim- 
ply and easily. A wide range of sizes provides the 
right model for every type of installation. Send 
the coupon below for details. 


VERTICAL JET PUMPS— 
RAPIDAYTON'S complete 
line includes vertical 
pumps for both deep and 
shallow well service 
Sizes range from ‘4 h.p 
up to and including 1 '/2 
h.p. Supplied with any 
size tank 


HORIZONTAL JET 
PUMPS — RarPidayvTon's 
horizontal jet pumps 
range in size from VV 
h.p. to 1 h.p. inclusive, 
with. models suited for 
either deep or shallow 


well service. 


RAPIDAYTON ‘‘PACK- 
AGE SYSTEMS''—The 
new RAPIDAYTON line fea- 
tures horizontal jet pumps 
for both deep and shallow 
well service—with pump 
mounted on a horizontal 
tank when a. ‘package 
system'’ is required 


Oe” 

THE DAYTON PUMP & MFG. COMPANY 

Dept. EM, 500 Webster St., Dayton, Ohio 

Please send me complete details and prices on the new 
RAPIDAYTON Line of Jet Pumps. 

NAME 

ADDRESS 

city 

STATE 

PPP PPh gals 





Appliance Dealer Prevents 
Motor Burnouts with 
Klixon Protectors 


WALTHAM, MASS.: Colin M. Holmes, authorized Frigid- 
aire sales and service dealer, after 25 years of appliance 
service experience, is convinced that you can’t beat 


Klixon Protectors. 


“We find KLIXON Protectors insure our motors against 
motor overloads, and expensive ‘rewind’ repairs. By 
preventing burnouts they protect our guarantees and help 


keep our customers satisfied.” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The Klixon Protectors illustrated are built 
into the motor by the motor manufacturer. 
They keep motors in such equipment as 
refrigerators, oil burners, washing ma- 
chines, etc., working by preventing the 
motors from burning out. Reduce service 
calls, minimize repairs and replacements by 
Amomatic specifying that equipment has motors with 
eset Klixon Protectors. 


SPENCER THERMOSTAT 
LIxO Division of Metals & Controls Corp. 
2507 FOREST ST., ATTLEBORO, MASS. 


te ee <1 oF 


Congratulations for the Winner 


sueren 


H. PAUL NELLIGAN, president of Easy Washing Machine Corp., congratu- 
lates Gerrit DeHorn, right, top ranking Easy washer salesman in a recent 
Allied Purchasing Corp. promotion DeHorn is with Hardy Herpolsheirmer’s 
n Muskegon, Mich. 


No TV Saturation ag $S10 for “small business” 


members t the RTMA was held 
Yet, RTMA Hears during the convention. The group 
I 1ended that a committee be 

Ir} Lot far tel 11M ’ ; 
ihe marke lor television sets nay to survey the needs of smaller 

far from saturated, Robert ( radio-TV manufacturers 

Sprague, chairman of the board of Elections. Sprague was re-clected 
directors of the Radio-Television chairman of t board during the 
Mfrs. Assn., told members during meeting and Leslie F. Muter was 
eir annual convention in Chicago re-elected treasurer. Other officers 
n June. re-elected 


Le ¢ during the meeting were 
prague told the group that nor- yr 
' t I 


Baker, director of the engineer- 
mal replacement of present sets, the ing department, and James D. Se 
establishment of 1.5 million new crest. secretary and 


general man 
families a year, desire for larger 
screens and the purchase of second tobert S. Alexander of Wells- 
and third sets for the home all con- irdner and Harlan B. Foulke of 
tribute to making the future “look Arvin Industries 
bright indeed.” 1 
Business. During the convention y 
RTMA board of directors voted division 
) establish their own statistical de RTMA 
partment to compile industry sta- 


were elected di- 
tors. John W. Craig of Crosley 
as elected chairman of the set 


4 vice-president of 


idled by an out 
side firm. The board was told that Riso Named Vice President 
sufficient subscriptions have been Qf Philco International Corp. 


tistics now being h 


, 
pledged to inaugurate an outside 


irvey dealer inventories and Ovid Riso, advertising and sales 


iles promotion manager of Philco Inter- 


Dr. W. R. G. Baker, chairman of 
he National Television »ystem 
Committee, reported that January 1, 
1952, has been set as a “target date” 
for completion of field tests on the 
proposed composite system for color 


rv. 


national Corp., has been made vice- 
president in charge of advertising 
for the company. He joined the 
firm in 1944. He has a wide back- 
ground in the radio and appliance 
industry. He was at one time on 


the ELectricAL MERCHANDISING staff. 





Chamber of Horrors 


Maybe you get sick and tired of manufacturers’ complaints about 
what they call “poor salesmanship” at the dealer level. 


Maybe you don’t think selling rapidly is becoming a lost art. 
Maybe you don’t believe that many retailers are losing sales through 
ignorance, arrogance or lack of interest. 

Then you've got a shock coming. 


Under the title, What's Happened to Salesmanship?, we've compiled 
a list of horrible examples—actual cases furnished us from consumer 
letters and reports to manufacturers—that may make you take a 
closer look at your own sales techniques. 


Read What's Happened to Salesmanship? in the August 


ELECTRICAL MERCHANDISING 
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IVAN is watchin 


‘AN is a dyed-in-the-wool Communist. 

There are only 6 million party mem- 
bers like him in all Russia, yet these Com- 
munist brass-hats enforce the iron 
dictatorship of the Kremlin over 200 mil- 
lion Russians. 

He’s sold to the hilt on Red ideas. Which 
means he’s out to get you. He believes it’s 
either you or him . . . that the world is too 
small for both. 

Ivan is working hard to beat you down. 
He has a big head start. 

Right now he’s got you in a bad spot. 

Ivan is afraid of only one thing. 


He fears your ability to out-produce him 
in guns, tanks, planes. 


Frankly, he doesn’t think you value your 
free system enough to do it . . . to make 
willingly the sacrifices he has squeezed out 
of the Russians. 

But he’s wrong! 


Because you and all of us have set out 


to build more and better weapons—to do 
it faster all the time. 


We must use every bit of know-how and 
inventive skill we have to improve our 
machines and methods—to turn out more 
and more for every hour we work. Only in 
this way can we become militarily strong. 


But we’ve got to supply essential civilian 


you 


needs as well. We can’t allow needless 
shortages to take prices skyrocketing and 
lower the value of our dollar. 


Sure, that means sacrifices for everybody. 
But doing this double job well is the only 
sure way to stop Ivan in his tracks—and 
to save the freedoms which are ours and 
which he has never known. 





FREE... this important booklet tells you how our American System Grew Great 


How Americans developed bet- 
ter machines, power and skills 
to build a great nation... Why 
we have been able to produce 
constantly more per hour . . . 
How this has given us the world’s 
highest living standard. 


MAIL THE COUPON— Name. 


How we can meet today’s challenge—Why 
we must expand our productive capac- 
ity. ..supply arms and essential civilian 
needs, too. Read how this dynamic proc- 
ess works in free booklet, “The Miracle 
of America,” endorsed by representatives 
of management and labor. Send for 
your free copy today! 





The Advertising 


Council, Inc., 25 West Address. 





45th St., 1% B.P. 
New York 19, N.Y. Occupation 











This advertisement, approved by representatives of management, labor and the public, is published in the 


l interest 





McGRAW-HILL PUBLISHING COMPANY 
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Fully Automatic or Manual Space Heaters 
for ALL types of GASES 


@ The quality space heater for the volume-priced market. Low priced, 
yet astoundingly efficient; HOT BOY console type operating on any 
type gas, will supply an abundance of warmth for homes, stores, offices, 


shops and business places at low original and operating cost. 


Modern in design and styling, finished in rich cordovan brown enamel, 


no larger than a console radio, HOT BOY will fit anywhere. 


HOT BOY’S superior electrically brazed steel Heat Exchanger diffuses 
the heat, directing it evenly throughout the entire area to be heated. 
HOT BOY'S large 16 inch, slow-speed, high air volume delivery fan 
gives uniform warmth and clean, ample heat — truly positive, forced, 


distribution of warm air. 

Easy to install — simply connect to gas and electric outlets, vent to the 
flue, and HOT BOY will heat 3 to 6 rooms in every corner, eliminate 
cold floors. 


Industry's Output Falls 
Sharply Behind in April 


Slump in sales as well as tight 
materials situation play big role 
in the month’s lower production 


here's no way of telling how 
much of it was due to the slump in 
sales and how much was the fault of 
dwindling supplies of raw materials. 
But whatever the cause, production 
in the appliance-radio-TV industry 
began moving downward in April, 
providing a sharp contrast to the 
record-breaking output achieved in 
March. 

Nothing was more indicative of 
declining production than the slump- 
ing TV industry. In the booming 
experience of this industry, every 
month has always been far better 
than the same month a year ago. 
But in April, output fell 13 percent 
behind 1950 levels and toppled pre- 
cipitously from the level achieved in 
March. To a lesser degree, much 
the same was true of 
tries, though some lines managed 
to stay ahead of 1950. 

Electronics. The nation’s TV 
iakers turned out 469,000 sets in 


il, a drop of 405,000 from March 


other indus- 


took an 
equally sharp pril. Out- 
put of 644,00 383,000 be 
low March and placed April this 
vear only six percent ahead of the 
same month a year ago Four 

onth totals of 3,248,000 sets are 32 
percent ahead of 1951. 

Portable radios reversed the gen 
eral downward trend in April and 
ucceeded in moving slightly up 
wards. Output of 150,000 sets was 
3,000 more than in March but was 
28 percent behind 1950. Four month 
utput was also lagging behind 1950, 

only 17 per ent 

Auto radio output, held near 

h levels slipping 3000 units to 


542,000. This was 24 percent ahead 


Bouquet for the Senator 


SENATOR ESTES KEFAUVER accepts 
the ‘‘bouquet of the month’ award 
from Charles Penk, vice-president of 
Electric Co. The award wa 

“TV Mis-Information,”’ 

agazine published by Sheldon 
the award went a $100 contribut 
the Senator’s name to the Runy 


Fund 


of last year and left four month out- 
put 17 percent ahead of 1950. 

Appliances, Too. Refrigerator pro- 
duction tumbled down 146,000 units 
to 445,000. This figure was 18 per- 
cent behind 1950 and left the four 
month total slightly below that of 
last year. 

Range output dropped 40,000 units 
in April. The figure of 122,000 units 
was the lowest since February of 
1950. April was seven percent be- 
hind the same month a year ago but 
four month totals were still nine 
percent ahead of 1950 

Even freezer production 
down slightly, although b 

pril and the four mont! 
were far ahead of 1950 
duction of 64,000 units in / 

13,000 behind March, but : 

percent ahead of April in 1950. Fou 

month output was even furtl 

ahead of last year, the 

000 units being 6 

1950. 
Vacuum cleaner 


ped backward 63,000 
ending up 22 
comparable month 


ir 
output was 227.000 u 


month sit 


e August 
month totals were 1 
hind 1950 
Home Laundry. Washer produ 
i slid back about 76,000 units in 
April. Output of 292,000 units was 
percent behind the same montl 
year ago and four month output 
was almost four percen 
comparable figure in 1950 
Ironer production fell 
units, the lowest figure sinc 
uary of 1950, and 11,000 uni 
hind the March level. Four 
output was 115,400 units, aln 
percent behind 1950 
Even the booming dryer business 
fell off in April, production-wise at 
least. Dryer manufacturers turned 
ut almost 33,000 sets, some 11,000 
vehind March but 13 percent ahead 
of 1950. Four month totals were 16 


percent ahead of 1950 


Tyler Fixture Corp. Buys 
Wilson Refrigeration 


Che operating part ef 

Wilson Refrigeration 
acquired by 
Niles, Mich., 


is a divisior 
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DE LUXE HOME LAUNDRY—A view of one of the three groupings in Good 
Housekeeping Institute’s mew Home Laundry Center. This group includes a 
freezer unit, front left, in addition to washer, drier, ironer and sink. Good 
Housekeeping staff members shown in the picture are Mary J. Leedy, left, and 
Pamela Anderson, right 


Good Housekeeping Institute Opens 
New Laundry, Home Sewing Centers 


lousekeeping Institute because of the enthusiastic response of 

ed the opening of tv 10d Housekeeping’s readers to the 

1 Home La egular sewing department service, 

Sewing Center—ir ei which studies and reports on develop- 
ments in the art of sewing 

“In our Home Sewing Center” say 

the editors, “basic principles of sewing 

problems as planning con 

space for sewing at home are 

One example of this 

is a precision-planned and constructed 


vel 


demonstrated.” 


sewing room built into one wall 
Both Centers are open to the public 
The Home Laundry Center will be 
ised by Good Housekeeping’s home 
economists in development of better 
laundering methods and the general 
are and washability of fabrics. In 
he Home Sewing Center special atten- 
tion will be given to techniques in 
altering ready-made clothes, making 
covers, draperies and other house- 


Turnishings 





Phonevision Test 1.6 in the two succeeding mois. 
Cc iI d S f Patronage of individual pictures 
aie uccessfu 


shown on PV ranged from 8 to 60 
percent of the possible audience. 
A 90 day test of its subscriptiot Final interpretation of test results 
ystem of television was “successful are not yet available. 
far beyond our expectations”, E. F. among participating families ar« 
McDonald, Jr., president of Zenith being conducted by the National 
Radio Corp. said recently. 
In releasing a preliminary analy 
sis of the Phonevision test, McDon- 
Id said that the participating fami- 
ies in their homes at 
h rate that astonished 


and astounded 


Surveys 


Opinion Research Center of the 
University of Chicago. 


; 


_ QUALITY LEADERS 


| OF A FAST-SELLING LINE 
] 





i 


i 


2New EMPIRE \ 
 Aulomalic } 
| PERCO-DRIPS 


Everything the housewife wants in a percolator! 
Fully automatic — just plug in and forget it! 
Simple to use as ordinary percolator. Dual ele- 
ments start automatically; perking begins with- 
in one minute. Keeps coffee serving hot for 
hours! Modishly smart design. Highly polished 
aluminum, with black plastic handle. Two sizes 
— 5 and & Cup. 


No. 1921—5 Cup—$7.50 
No. 1922—8 Cup— $8.50 


EMPIRE “Aristocrat” Electric Toaster 


For golden brown toast—"just the way you want 
it’! Smartly modern — lustrous chrome finish — 
flat top for keeping toast warm. Toast turns 


at hh 


ally by flipping doors. Extra large ele- 
ment. Listed Underwriters’ Laboratories. 


No. 769—To Retail at $4.50 





New EMPIRE Sandwich Toaster & Waffler 


Combines beauty of design with util- 
ity. Toasts 2 large or 3 small sand- 
wiches — fries bacon. eggs, griddle 
cakes—grills steaks and chops at the 
table. Removable and interchange- 
able waffle 
grids. Chrome 
finished — cool 


handles. Retails at $12.95 


> said that the attend 


ince rate for Phonevision was 3.; 


skeptics.” 
as great as that considere: 
attendance 
box-office 
750, an average 
for the period or 
family 
ist an audience of 
ners the average re 


uld be $1,250,000 


ELECTRICAL 


Vacuum Cleaner Conference 
Schedule For Fall by VCMA 


A conference for the purpose of 
discussing the vacuum cleaner in its 
relationship to various phases of 
homemaking will be sponsored by 
he Vacuum Cleaner Manufacturers’ 
Assn. in New York in the fall 

Women’s magazine editors, 
cators, writers, home economists, 

nt representatives, engi- 

ind health authorities will be 
he guests of the VCMA at 
nference, which will be held 


30 at the Commodore 


larence H. Holl of Hoover 
rman of the VCMA committe: 


the conference 
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Ideal for sportsmen, mo- 

torists, vacationists. 2 
lights —extra brilliant side light and top flood 
light. Exclusive pivot base spots beam up or 
down. Twin switches for lighting one or both 
bulbs at same time. Bail and side handle. 


No. 870 — $4.50 Retail 


JULY—ATLANTIC CITY HOUSEWARES SHOW 
BOOTH 1100 


AL WARE CORPORATION 


TWO RIVERS 
WISCONSIN 


CHICAGO 
Room 1411A Merchandise Mert 





House Beautiful 


. “The ‘Perfect House’ That Wasn't 
McCall's Good Enough”’—by Marion Gough 


fand Happy Summer House Beautiful, June—the Cliff May’s 
zabeth Sweeney Her- ave remodelled their 1946 “Perfect 
—McCall’s House”. 
kery using an “Remodeled Thi 
ble grill, Kitchen”—by Charlotte C 
+ | ] 7 


LO Ww Cc re) ST — t . be . iut - 2 : ( . ae seo a “a hen can ge hg lell 


elrigerat cooking, storage 


TO p Pp rs R F re) R M A N CE | ‘ : by ead ey — 7 sd Your Y; flower arranging, dining and 


Gooe 


te 
a 


ed to function 


Look 
These three QUICFREZ home freezers are tops! They are 
smart in looks. Loaded with real sales features, AND PRICED FARM GROUP 
RIGHT. Check... Compare QUICFREZ styling, engineering, 
features and LOW-COST. You'll agree it’s the freezer line with Progressive Farmer 
“eye and buy” appeal. For more information, write or telephone 
Sanitary Refrigerator Company, Fond du Lac, Wisconsin. 


BEAUTIFUL 
AND COMPACT 


The ‘52 Quicfrez Model Q868 


It's a beauty...smartly styled 
with contrasting breaker strip | 

: ++ actical inn same roner, frat .. irn, cieaner, treezer 
and gasket, new chrome trim . : 7 ¢ 


ino 7 


nd lawn mower, and 1s looking for- 
lebossed front panel with ; ad “' . 
vard adding more electrical equip- 
ri looking emblem. This Parent's ‘ " 
magnificent new Quicfrez ts 


compact . uses less floor 


space yet has all the features en” y Vaxine Avi on HOME ECONOMICS GROUP 
ot a big freezer. Overall ca rent 1! > page t kitche 

pacity 8.6 cu. ft. (300 Ibs. of ins worked out by Parent’s espe- Forecast 

food). Dimensions: 36"H x families with chil- «tome Laundry That Works”—by 
Beatrice Mabry — Forecast, June— 


modern kitchen planning principles can 


True Story be applied to laundry planning for 


LONG ER & Way to Get Diapers Really peeding and easing washday 


¥ t by Helen Budd—True Story, 
ON FEA TURES ¥ lune—features the electric washer. ” 
‘ — \ Kitchen Gifts for The Bride”—elec- What's New In Home Economics 

The ‘52 Quicfrez Medel QI38 ' , ric housewares are included 


, 


27'2 Dx 41'L. Suggested retail 


price $324.95.* 


‘Planned for Modern Living” is the 
This popular model has all a ’ title of the equipment department 
the features you and your cus- Today’s Woman e lited by Amber Ludwig— What's 
tomers want. Extra large (2.2 ‘It’s A Picnic For the Cook”—by Ve w, June- — seg So ~? 
cu. tt.) tast freeze compartment, ' Rut finey lay’ ‘oman, June ies sae The “ sf ir siege gt eon 
a eed et A 1¢ itc : e Laundry is 1ere 
dividers and baskets, automat- t ousew ake al fres You Wam It’: “Kitchen Convealence 
On A Budget”; “Key Kitchen Deco- 
p rating to the Family’s Point of View”; 
neered. Overall capacity 13 cu. | HOME SERVICE GROUP ‘ ‘Evaluation of Five Major Ap- 
fc. (455 lbs. of food). Dimen- { ; 1 ices.” 
sions: 36"H x 27%’D x $3”L. ; American Home 


ic light, counterbalanced lid, 


built-in lock. Expertly engi- 


Suggested retail price $429.95.* Need Arms On Wednesday ?”— 


| is tae Genan, cne tiies CHAIN STORE GROUP 
PRICED RIGHT ees turn out as much as Family Circle 
- SIX With planning ¢ good equipment 
The ‘52 Quicfrez Model Q163B “Even More Like a Dream” by 
Better Homes & Gardens Helen Morrison Family Circ le, July 
after four years of cooking in a 
sell. This striking model is How 17 n On The Job”—by hallway kitchen, this North Carolina 
voman enjoys her automatic kitchen 
tures, and low in cost. Sug- =a " . ine—irons and irone lend them vith adjoining laundry utility room. 
gested retail price $489.95.* . E ; I I 


The Quicfréz line is priced to 


smart in looks, long on fea- = France adigar Setter Homes 


Overall capacity 16.3 cu. fe = e ‘ ‘ 
livisions i is article entitled “How 

(573 Ibs. of food). Dimensions eS ae Raytheon Sells Russell Electric 
i in 1 er ne ow 

36°H x 27%"D x 64°L Get lp Nour Masher and “'0~ To Concentrate on Electronics 

5 satel J . » Biv per- 

the full story on Ql ICFREZ ¢ nt information on using automatic Raytheon Mig. Co. has sold its 

subsidiary, the Russell Electric Co. 

Citch Big Daring of Chicago to Charles Frost of New 

*All deas”—by Ethel cCall Head—new York City for an undisclosed sum. 

perk nanviohsate ste sagen: * 1 storage Russell produces fractional horse- 

power motors, heating elements, 

& Gerden thermostats and other electric items. 


rhe firm will continue to operate in 


hd eae ; a 
I Mainsprings of 7 muse Are’ these fields. The sale was made t> 
Versatile Heating oling System ¢ illow Raytheon and its subsidiary, 
Vell nned K n”’—House « Belmont Radio Corp., to concen- 
' : » Tune 


trate upon the development and 


for 52. Write or phone now, 


tor more information. 


HOME FREEZERS AND REF R IGERATORS f You enter ir Kitchen n i manufac - — mage en 
vlechanica nd , most closely allied to the compa s 
harles F. Adams, Jr., 


president of Raytheon, said. 


operatic yns, ( 


SANITARY REFRIGERATOR CO., Fond du Lac, Wisconsin 
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Video Visitor AN OPEN-VISION PITTSBURGH STORE FRONT 


Shows what you sell... and sells what you show! 


@ An open-vision Pittsburgh Store Front turns your catching. sales-winning Pittsburgh Glass and Pittco 


entire store into one big showcase that puts your elec- Store Front Metal. These merchants have also proved 


trical appliances right out where the passer-by can see that modernization—inside and out—has been a sound 


them. Such a display stimulates the public’s desire for investment in the future of their businesses. 


the products shown... brings the “looker” inside to make So use sparkling, modern Pittsburgh Products to give 


SARAH CHURCHILL, left, British a purchase. Even after closing time. the store with an your store that up-to-the-minute look that suggests to the 
actre nd daughter of Winston open-vision front keeps on winning customers and in- 
Churct visits with Susan Adams 
durir n appearance on the “Uni- 
versal Homemaking Show” over the The pulling power of an open-vision store front has 


public that you sell the best appliances obtainable. For 
fluencing future purchases. examples of actual Pittsburgh installations, and for de- 
scriptions of Pittsburgh modernization products, write 


for our new booklet, “How To Give Your Store The 


M t network ‘ P 
been proved—with increased sales—by retailers all over 
Look That Sells.” It’s free. Just return the coupon. 


the country who have modernized their stores with eve- 


Suspend Credit Ban 
Tait Urges House 


Ss S nsi I Reg ilatior 
] S ale S Was 
bert C. Tait, 
Carlson Co 
he Radio 
Tait told the 
rency com- 
have had a 
* impact on televi- 
han on sales of other 
lurable goods.” 
committee that unem- 
industry is “well 
“inventories are 
tir He said that the 
mdition of the industry had 
grown steadily worse since the Federal 
Reserve Board denied requests by 
RTM n March and April for relax- 
ation \dification of Regulation W. 
the committee that two steps 
ing relief to the industry. 
irged, suspend the applica- 
for 90 days to allow the 
ose of current inven- 
said Tait, when the 
imposed, provide that 
payment requirement shall 
e as that required of other 
( urnishings. 
n stressing the plight of the indus- 
inted out that weekly set 
last October was 210,000, 
a figure which during the final three 


ation 


weeks in May sank to 77,272. He said ; : 
turers now have 500,000 sets EYE-APPEAL THAT MEANS BUY-APPEAL. This store in Des on the sidewalk—where the customers are! The lustrous 

sage ae . sash, division bars, canopy face and bulkheads are Pittco 

Store Front Metal. The facia is ivory Carrara Structural 


and that for every five 
5 are carried in stock. 
And the inviting door and sidelights are Herculite 


Moines, lowa, is a striking example of how Pittsburgh 
Products can be used to give a place of business more at- 
traction power. An expanse of distortion-free Pittsburgh Glass 
Polished Plate Glass fairly places the appliances right out Tempered Plate Glass. 


>) 
Don't Fight ‘Em, Join ‘Em Store Fronts out Genes alee Pounens 19, Pa 


conflict between television Without obligation on my part, please send me a Free copy of your book 
let on store modernization, “How To Give Your Store The Look That Sells,” 


getter se: pictures has nowhere M4 
ad a more ick din oes in and Interiors . 
Colver, Pa. — 
Tieaies wuiee John Smylnycky by Pittsburgh ee 


watched the forest of TV aerials 
grow on the roofs of the town as 
he simultaneously saw average 


weekly attendance at the theater 


~p from 1700 to 710 

mylnycky knew when h? was 

sd. He also knew a good thing PAINTS GLASS CHEMICALS 
ie saw it. He closed up the 
and opened up a television G 


PITTSBURGH PLATE GLASS COMPANY 
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NEW POSITIONS 


3 


7 | Coolerator Co. 


< 





G. L. REES R. H. SCHNEBERGER 


FRANK H. FISHER WALTER A. SUMMERS 





ther 
othe 


© Ce tions have 

major e firn Frank | sher 
pansion program. G. L. Rees, form tional range le manag 
erly manager of sales for Gibson Walter A. Sum: 


! ers will be 
Refrigerator Co., has been elect 


freezer sales manager. Fisher 
vice-president and member of the ormerly range sales speci 
board of directors of Coolerator. the 


cE — : , at firm and has had anion prick 
EXAMPLE — | | R. H. Schneberger has been ence with Hotpoint and R ) P r. 


named national merchandise man- Inc., Chicago distributor. 


} ager for the firm. He was formerly has had 15 years experience i 
° ' i : | : ENS t} 
national training manager or the 
... this New q : 


appliance business at retail, distribu 
firm. He is a veteran of over 30 tor and manufacturing level 


‘ years experien n the appliance Verner A. Rydberg has be 
DRY } busines named comptroller for the 
¥ . 
. | 


@ Installed over refrigerator, this cabinet 
provides dry storage for breakfast cereals, 
crackers, salt, etc. Cabinet has duct extend- 
ing up the back and across the top, allowing 
warm air to rise from refrigerator and escape 
through grills at top of doors. An ingenious 
food conditioner—and exclusively Lyon. 


METAL PRODUCTS, INCORPORATED 
LYO a General Offices: 721 Monroe Avenue, Aurora, Illinois ALBERT J. ROSEBRAUGH JOHN J. MORAN 
Factories: AURORA, ILLINOIS * YORK, PENNSYLVANIA 
Sold Nationally through Direct Factory Dealers 


Ibert J tosebraugh has been by John J. Moran, formerly 
A PARTIAL LIST OF LYON STANDARD PRODUCTS lam manager of distribution for television representative f 
= Philco Corp. A veteran of 22 years company. Moran has been 
experience with Philco, he was most _Philco since 1937. John L. Utz 
recently sales man r of radio. He succeeded Moran as a s 
has been succeeded in that position 


Philco Corp. 





© Revolving Bin 


pe 
vision representative 
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Coleman Co., Inc. 


GOOD SELLING MAKES GOOD CUSTOMERS 


WEN! 1951 RANGES 


SHELDON COLEMAN 


Coleman has been elected 
f the Coleman Co., succeed- 
father, W. C. Coleman, who 
the firm. The latter 
hairman of the b 
sident has been wit 
5 and for the past 11 years 





vice-president and general 


the nrn 


Majestic Radio & TV, Div., 
Wilcox-Gay Corp. 





...and thereby hangs a sale 


Help the lady buy the range that best suits her 
family’s needs and you've got her next appliance 
purchase half sold. Use the manufacturer’s 
literature and sales helps to give the customer 
all the facts she needs. Her satisfaction and 
enthusiasm will pay you good returns. OWENS-CORNING 


In the present ‘‘guns-and-butter” economy, FIBERGLAS 


there’s plenty of competition for her dollar. That’s 





why it pays to do a quality selling job and to make 
the most of such quality features as Fiberglas* 
Insulation. Owens-Corning Fiberglas Corporation, 
Dept. 104-G, Toledo 1, Ohio. 


fy 
8, \o 
®GLas conror® 


OWFRNS-CORNINE 


FI 133 E RG } A S A SWELL FEATURE TO HAVE... A SWELL FEATURE TO SELL! 


SAM BRIGGS 


APPLIANCE INSULATION 


*FIBERGLAS is the trade-mark (Reg. U. S. Pat. Off.) of Owens-Corning 
Fibergias Corporation for products made of or with fibers of glass 


xb a FIBERGLAS IS IN YOUR LIFE...FOR GOOD! 
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NEW POSITIONS 





General Electric Co. 


J. F. McBRIDE Cc. R. THORSON 


Everything your 
customers have 
ever wanted in 
a wall clock... 


NEVER BEFORE a wall clock so easy to look at . . . so easy 
to sell! It’s Melody by Westclox—definitely a new note in wall 
clocks. Gracefully designed to be in tune with any room. And offer- ip yy aaye Department. 
ing a variety of color choices to harmonize with any decorative op sagt ic ea so Derar ora 
plan. Melody is charming, clever—and colorful as can be! Your 
customers will find the price sweet music, too. Only $6.95 retail. 


P. M. AUGENSTEIN G. D. KOBICK 


ager of sales for General El 
d water heater 


As| r West Wholesaler about Me 





nstein j l 
935 and most recently 
sales manager for water 
rs. Musselwhite has been with 
Melody mounts flush Surplus cord is neatly * since 1946 
on wall because concealed in Melo- D. Kobick has been made man- 
works” are up front dy’s cleverly re- tak all . a . 
, y ager of the G-E Home Bureau and The departn 
in rounded case. Ex cessed back. Time- ¢ 1 ; H } : 
contract sales division >» has ig trict 
posed hands, three-dimensional nu set knob is located conveniently in ” ‘ so -<tlealsn? Sessetaes e has been eight distr 
wit + " rr) Py ow n vv + t ice le I} 
merals are easy to read from any angle front. Diameter is only eight inches with the firm since 1929 and mos appliance sales. i hey 
recently was in charge of apartment Vickery, Boston, R. A 
house sales for all major appliance Philadelphia, E. T. Carvill, 
lines P. W. Conrad, Clevelan 
Traffic Appliance Department. Edwards, Chicago, W. 
Several Kansas City, H 


J. P. Evans, 


Want a quick color Desire o particular 
change? Flip out . shade? You can eas 


al key appointmer n t 
case ring, flop it over c . ily 


newly establisl 
paint or enamel 
there’s another the case ring to suit 


lepartment 
color! Ring comes in a variety of colors yourself 


Or remove ring entirely so 
to blend with any decorative plan that your own wallcolorshows through. 


Tear out this helpful information for the use of your salespeople 











St. Charles Mfg. Co. 
Visit Westclox Booth No. 827 iiitdeuae en ee ee 
NATIONAL HOUSEWARES HOME APPLIANCE SHOW a a ee a = Say 


g o., has been made a 


x : S beer ith n les manager for the firm in Michi- 
July 9 to la; Atlantic City, a 2 ¢ nc most tf ntly was di an and northeastern Indiana. Miss 


ie Egan, who has been in charge 


states of promotion and public relations 
Ww S 4 T C L 0 X GT orl Reeves 1 appointed for the firm, succeeds him as ad- 
Arvin television and radio sales rep- _vertising manager and will take gen- 
Stee resentative in the midwestern states eral charge of the department in 
Products of General Time Corporation » 4 forn 


with Capehart- association with Arthur T. Lewis, 


WESTCLOX, LaSalle-Peru, IL ¢ In Canada: Western Clock Co., Ltd advertising director 


Peterborough, Ontario 
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DISTRIBUTOR NEWS 





A Family Affair 


MICHAEL KANE, left, Cleveland architect and son of Abe Kane, president of 
the Kane C hows personnel of the distributing firm floor plans for the com- 
pany’s new headquarters which opened in late spring Inspecting the plans 
of the 150,000 square foot building are general manager Lou Miller, sales 
manager Jam ine and advertising manager Eugene Kane. The latter is 
also a son m‘s president while James Kane is a son of vice-president 
Ben Kane Irvin une ne of the three brothers who founded the Cleveland 


distributorst 


Conley To Manage Branches WESCO Announces Changes; 
Of Crosley Distributing Corp. Promote Bingham, Lacey 


W. Conley, Jr., has bee: Ks ingham has been named 


vr ve wesco__ Klixon Protectors Keep Customers 


become general 


t he | h ; ie it . ° e 

ee a Secon oreo Satisfied, Say Motor Repair 
ed acey, formerly Newark 

branch manage or the firm, has 

seep penal Ayan So Shop Partners 

for the firm’s consumer products 

division. G. § ecclnieds Ate Sie 


; come district consumer products 
Graybar Opens Office-Warehouse  .,..; manager and H. LaGue has artners,. Park A 2 C any, get extra Customer satisfacti 
In Dallas Valued at $300,000 been named district specialties sales ee i ee ee eee 


BOSTON, MASS.: Bernard M. Rosenberg and Kermit Pransky, 


} 


manager by using KLIXON Protectors. 


A $300,000 office and ware . . : 
7, 4 Gensemer has been made 


building serving as southwest ae ; , a 
trict headquarters for Graybar ea erage a. d mee 
tric was opened in early May. illo house, succeeding K. G. Scott 
building has 10,000 feet of : 
litior ed p ce and sl ie supplies manager in the Dallas 
1 SAME deck al warthanar as house ure. As the largest fractional motor repair shop in New England, 


and 


“In our experience, any motor not protected against excessive 


who becomes branch apparatus and temperature rise and current drain is subject to unnecessary fail- 


with customers all over the country, we’ve found KLIXON Pro- 


fi ? : . , , : 
Who's Florence? tectors provide this protection, preventing the burnouts found 


Osgood Made Sales Manager ie ;, . 
for GESCO in Charlotte i 5 so often in unprotected motors.” 


Jerr sgood has been made 

r for radios and televi- 

lotte T ae " gio ° 

harlotte, N. C., branch 7 Bs 4 Klixon Protectors Reduce 

siectric Supply Corp. kai eat ty " e ° 
He was formerly a salesman in the i | Service Calls and Repairs by 
Raleigh office e succeeds E. L, ° 
Dugger, who has been made man- } Preventing Motor Burnouts 
ager of the sheville office ¥ 

The Klixon Protector illustrated keeps 


motors in electrical appliances and other 
Land, Silverman Named 


motor-driven equipment from overheating 
Sales Managers for Legum 


and burning out. Look for equipment with 
land William Silver- & ‘¥ Klixon-Protected motors for trouble-free 
een n shles mana- 

Washington and Balti- FLORENCE pins a rose on Cwen Wei- Antomatic 
ies for Legum Distrib bel of the L. S. Donaldson Co., Min- ~— 


uti ‘ Baltimore Five new neapolis, after calling on him and pre- 


motor operation, 


SPENCER THERMOSTAT 


district managers have been added senting him with a brochure on Flor- y, 

to the firm’s staff. They include ence Stove Co. The stunt was used Division of Metals & Controls Corp. 
Morris Housel, Macy Sezzin, Sylvan by Reinhard Bros. Co., to let dealers IxXoO 2507 FOREST ST., ATTLEBORO, MASS. 
Silberman, Irving Marx and Ray- know that it had been franchised = 

mond Chollet to distribute Florence products 


Pano mame mc —/ use on 
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LOQD PROF/TS AND 
LUSTOMER PREFERENCE 


ARE MAKING 
MORE ANDO MORE 


DEALERS 


ASK ABOUT 


Toastrawell* 


Advancement in design all the 
way through. There is every- 
thing about the Toastswell No. 
350 that lifts it high and above in 
appearance — in operation and in 
performance. 
Bright high lustre and with all its 

° . No knobs to turn—one opera- 
features, priced to meet all competi- Gam: Geathertedl Greed exe 
tion. lease. 


NO OTHER TOASTER HAS 
ALL OF THESE FEATURES: 


*® DUAL-control 
Accurate Clock Control 
Plus Thermostat Control 


Extra high lift for small bread 


Underwriters’ and Canadian Stand- parecer e-thy = danaling 


ards Association's approval. 
Toastswell authorized service sta- 
tions in all principal cities. 


Widest range color selector 
from very light to extra dark. 


Press the button to remove 
ccumb tray without turning 


Write for the name of the nearest toaster up-side down 


Toastswell distributor. 


THE TOASTSWELL CO. 


620 TOWER GROVE AVE. ST. LOUIS 10, MO. 


*Registered trademark 











ONE MAN DELIVERS APPLIANCES 


slides up and down stairs. 
slides in or out of delivery trucks. 
rolls under the load easily. 


Deliveries are easy...less costly... 
safe... with an Easload Applian 
Truck! EASY because the load i 
balanced over LESS 
COSTLY because the asload saves 
se O ttra man AFI 


strapped on 


ill rubber wheels. Large 

s are equipped with roller bear- 

ngs and 10x2.75 cushion tires; they 

lock in load balancing and loading 
positions: are released by pedal 

the cost of an extra man— 

urs today only $53.50. 

F.0.B. Los Angeles 

COLSON EQUIPMENT & SUPPLY CO. 


1317 Willow Street + Los Angeles, Calif. 


WHEELS SWING FORWARD 
FOR LOADING...BACKWARD 
TO BALANCE LOAD 


EASLOAD APPLIANCE TRUCK 








DISTRIBUTOR 
NEWS 





Open New Building 


OFFICIAL WELCOME from the Bor- 
ough of Queens is extended to Herbert 
Metz, right, eastern district manager 
of Graybar, by Joseph F. Mafera, 
commissioner of borough works, as 
Graybar opened its new block-square 
building in late May. 


Canadian Westinghouse Supply 
Formed With Brown as Head 


4 wholly-owned subsidiary of 
Westinghouse Co. Ltd., 
n tormed to distribute elec- 


and appliances 


Canadian 


hr hout Canada. The new firm, 
Canadian Westinghouse Supply Co., 
will be headed by Roy L. Brown, 
formerly eastern district manager of 
WESCO in New York. He will be 
executive vice-president and general 


anager 


Graybar in Los Angeles Names 
Prussing to Appliance Post 


ng, formerly Los An 
les representative for 
& Clark, has been 
anager of major ap- 


sraybar, Los Angeles. 


Zenith Distributing in Chicago 
Names Divisional Sales Heads 
haseman and Richard ] 


een named _ sales 


northern and soutl 


rp., Chie 





Bricks Build Good Will 


The J Cleve- 
land, has succeeded in building 


Boylen Co., 


good will for itself by offering to 
give away close to 
a half bricks 
That's the number of bricks 
which were taken out of the old 
National Biscuit Co. building 
which Boylen is remodeling for a 
warehouse. Most of the bricks 
came from tl 


a million and 


1e biscuit company’s 
ovens 
William and Louis Elrad, own 
classified ad 
the bricks 


ers of Boylen, put a 
in a nev 

free of charge to anyone who 
wanted to take them away. Close 
to 100,000 bricks were picked up 
on the first day of the offer 





Eliminates Damages 
and Costly Claims 
NEW HAVEN 
QUILT AND PAD CO. 


PADDED COVERS 


REFRIGERATOR COVERS 


$4 650 


Carrying Harness 
Extra 


Waterproof. Adjusta- 
ble to fit 4 to 10 
Cu. Ft. boxes. Wraps 
around completely. 
Easy to handle. 


WASHING MACHINE COVERS 


| 0. 


Gives complete pro- 
tection. Waterproof 
and durable. Height 
49", diameter 31”. 


CONSOLE TV COVERS 


a | 3° 


Waterproof.Com- 
pletely covers all 
console models. 
Width 31”, depth 
27”, height 40”. 
Combination TV 
Covers 
$14.50 Ea st 


GAS and RANGE COVERS 


$4 3 


Easy to slip on 
and to remove. 
Fits over back 
guard, too. Width 
42”, depth 28”, 
height 42”. 


DEEP FREEZER COVERS 


$4 5.00 


Waterproof 
Width 54”, depth 
31”, height 36”. 
Other sizes avail- 
able. 


AUTO. WASHER & DRIER 
COVER 


$g.00 


Waterproof. 
Width 31”, depth 
26”, height 39”. 
Fits other units, 
too. 


ALL PRICES SUBJECT TO CHANGE 














JULY, 


‘neW HAVEN 
QUILT & PAD CO. 


82-84 FRANKLIN ST. 
NEW HAVEN 11, CONN. 
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DISTRIBUTOR NEWS 





New Twist For Sales Meeting 


SIX NEW OUTFITS modeled by six employees of Arthophone Corp., distribu- 
tors in St. Louis, were a feature of the firm's spring sales meeting on New 


Home sewing machines 


The outfits were made by home economist Charlotte 


Will, center, at a total cost of $106.52 


Bishop Made Vice-President 
Of Thurow Distributors, Tampa 


Paul L. Bishop, former assistant 
general manager of Thurow Dis- 
tributors, Tampa, has been made 
executive vice-president of the firm 
Raymond P. Boyne has been mz 


appliance sales manager for 


Schafer, Wright Organize 
Oregon Distributorship 


Schafer-Wright, Inc., Portland, 
Ore., has been organized by Ward R 
Schafer, former vice-president and 
general manager of Coolerator, and 
Stanley Wright, Cool 
tor in Vancouver 


rator distribu 


Fire Damages Peaslee-Gaulbert 
Warehouse in Cincinnati 


4 $400,000 fire 
aged large 
nees and li 
of the Peaslee 


Cincinnati 


Observe 25th Anniversary 


PARTNERS Philip Meyerson and Jack 
Tucker, owners of U. S. Electrical 
Supply Co., New York, congratulate 
each other after receiving plaque 
from employees honoring them on 
their firm’s silver anniversary 


Comins Named Vice President 
Of Associated Distributors 


Frederic M 
named vice-president in charge of 
sales for Associated Distributors— 
New Jersey, Inc 


Comins has been 


He was formerly 


sales manager of Krich, New Jersey. 


Distributor Provides Dealers 
With Free Window Ads 


1 W. Walter, Inc., New York 
wr, is currently providing its 
a new copyrighted ad 
form of simulated tear 
r posting in windows or within 
[he monthly service comes 
1 of a newspaper with each 
rated for easy removal 
h page appears to be a tear sheet 
1 newspaper containing an ad 


ing a specific appliance. 


Walther Bros. Co., Inc., Opens 
New Distributing Center 


Walther ros. Co. Inc., Mont- 
mery, Ala., in mid-April opened a 
appliance distribu center on 
West Fairview Ave. A unique feature 
f the new building is a television 
“tower” to be used in experiments on 
long distance reception. Montgomery 
is 100 miles from the nearest station in 


GESCO To Build New Warehouse 
For Milwaukee Branch 


General Electric Supply Corp. has 
revealed plans for building a 60,000 
square foot warehouse on South First 
St. in Milwaukee. The building will 
be a one-story structure and will re 
place facilities on North Broadway 


Majestic Opens Factory Branch 
To Handle New York Distribution 


Distribution and sales of Majestic 
TV and radio sets in the New York 
metropolitan area has been taken over 
by a factory-operated branch, Majestic 
Television Distributors of New York. 
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AUTOMATICALLY REGULATES 


DRYING CYCLE BY 


V7 


TO PRODUCE DESIRED DEGREE 


OF DRYNESS EVERY TIME 


<7 


All the user does is set the dial and push 
the starter button. The control then takes 
over—and here’s what happens, automatically: 


| 








1. Both the heater and 
the motor are energized 


2. Amount of moisture 
and weight of clothes 
scientifically determine 
length of time dryer 
operates 


3. Control cuts heat 
switch when correct 
internal temperature is 
reached, but — 


4. Motor continues to 
run until all stored heat 
in drying chamber has 
been utilized 

5. Control economical 
to install. Write for in- 
formation, 


SINGLE UNIT CONTROL 


OF 
MOTOR — TIME — TEMPERATURE 


In Home and Industry, EVERYTHING'S UNDER CONTROL 


“kobertshaw 


THERMOSTAT DIVISION 
ROBERTSHAW-FULTON CONTROLS COMPANY 
YOUNGWOOD, PENNSYLVANIA 





._—_—_-——_-~— 
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HEAVY APPLIANCE DELIVERY 


made safer, easier with a 


CEMCO Hydraul-Lift TAILGATE 





This hydraulic operated tailgate lifts 
up to 2,000 pounds easily and safely 

requires less man-power. Customers 
are impressed with your modern 
equipment. Gate mounts readily on 


most any truck from } ton on up— 
new or old. 

Complete specifications and names 
of users near you are yours for the 
asking. Write us now—Dep’t. E-6. 


FREEZER 
“Sales Dynamite” 
FOR YOU 
Sensational New BEN-HUR 
FREEZ-R-PAK Kit 


YOUR “Get Started” GIFT 
to new purchasers of BEN-HUR 


Aorerieat Graest 


Farm and home FREEZERS 





Big $39.25 Retail Value Includes: 
* BEN-HUR Ice Cube Maker $10.50 
* WEST BEND Food Blancher 12.95 
* 12 16-02. CROWN FREEZ 

TAINERS 
* 12 25-02. CROWN FREEZ 

TAINERS 
* 100-Foot Roll MARATHON ‘'TITE 

Laminated *'One-Wrap"’ Locker 

Paper 
* 15 pint-size MARATHON 

FREEZTEX Packages 
* 12 quart-size MARATHON 

7143413 Mo ee 
* 36 Polyethylene Bags, Assorted 

Sizes 
* 36-yord Roll PERMACEL Tape 
* Automatic Marking Pencil, 1 dz 

Refills 
* BEN-HUR Plastic Defroster Paddle 


Retad Value $39. 25 


les tool w help you to VOLUME SALES on BEN-HUR 

t ind Home Freezers! The new BEN-HUR FREEZ-R-PAK 

EVERY freezer prospect. Contains a whole season's packaging 

r hundreds of pounds of frozen foods. Helps every owner to the 

t simplinted food packing and freez 

BEN-HUR FREEZ-R-PAK Sales 

lable NOW f i mited tim 

Ben-H Distributor, I 

( Ask | ( TODAY 

Offer FREEZ-R-PAK Kits with any of the FOUR 

Ben-Hur Models — 8.5, 13.1, 16, and 20 cubic 
foot 


SPACE 540 
FURNITURE MART, 
CHICAGO 


BEN-HUR MFG. CO Dept. EM., 634 E. Keefe Av Milwaukee 12, Wis 


HEALTHFUL LIVING THROUGH FROZEN FOODS 
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DISTRIBUTORS 
APPOINTED 








Arvin Industries, Inc. 

Peoria Electric Appliance Co., 
Peoria, IIL, 
tor of Arv 


has been made a distrib- 
in radio and TV sets. 


Bendix Radio and TV 


Charles Freshman & Co., Cleve- | 
land, has been made a distributor of | 


Bendix TV and radio. 


Coolerator Co. 


Modern Distributors, Inc., Okla- 
homa City, Okla, have been made 
T 


listributors of Coolerator appli- 


ances. 


Airtemp Div., Chrysler Corp. 


['wo new distributors of Chrysler 
Airtemp air conditioning units have 
been appo1 nted 


Toledo Merchandise Co., 
Apollo Distributing Co., 


Toledo, Ohio 
Newark, N. J 


Du Mont 


rs have been 
vointed b le re ver sales di 
yn of Allen Du Mont Labor 
atories, Inc 
O'Bannon Bros., Little Rock, Ark. 
Kemp Equipment Co., Rochester, N. Y. 
Thomson-Diggs Co., Inc., San Francisco, 

Calif. 


Capehart-Farnsworth Corp. 

Coffin & Wimple, Inc., es 
Me., have been made distribut« 
Capehart product 


Electric Steam Raidator Corp. 
Smith Benny Sales Co. New 

York, N. 7. has been made a 

distributor of 


ducts 


“Electresteem” pro- 


Hoover Co. 


Two new distributors of Hoover 
products have been named 


Hub Cycle & Radio Co. of Maine, Port- 
land, Me 

Appliance 
Ohio 


Distributing Co., 


International Harvester Co. 
R.C.A. gg ene te Corp., Kan- 
sas City, Mo., n made a di 


Mitchell Mfg. Co 


Nts + ug 


F. B. Connelly Co., 
Wash 
Prudential 
Wash 

Glenn Earl, Inc., Salt Lake City 
Orgill Bros. & Co., Memphis, Tenn 


Portland and Seattle, 


Distributors, Inc., Spokane 


Steelman Phonograph & 
Radio Co., Inc. 


j 


Wolfe Distributors, Oklahoma City, Okla 
and Kansas City, Mo 

Dunckelman-Pace, Shreveport, La 

Duizend, Fain and Levin, New Orleans, La 


JULY, 





A WORD 
TO THE WISE 


<NT 


CORDS ~« 
CORD SETS 


Featuring integral one-piece 
Likeliet-temrolaMm olitlel ME itl¢-Meaelilielal 
and U-L 
Units like 


ry oldlale MeolailoliMmoliclel te 
approved cords. 
these are specified by foremost 
volo} o)itolare-Muilelilthiclaitic-1e mm kali 
over-all QUALITY spells SAT- 
ISFACTION to your customers 


Write 
for 
mel relrexelti 


All flexible cords a 
able nm convenient 
on attractive meta! s 


fast and profitable “fo 


business 


CORNISH WIRE COMPANY, 
50 Church Street, New York 7. N. Y. 





Columbus, 





AIR-FLQ svtomaric 


CEILING SHUTTER 


TOP VIEW~~ OPEN - - LESS MOULDING 


FOR ATTIC FANS 


Built so they can be installed practically 
flush with the ceiling. AIR-FLO Ceiling 
shutters present a refined, finished ap- 
pearance. Their natural aluminum color 
blends with any decoration, eliminating 
need for painting and no grille or winter 
cover is required. Furnished in 5 differ- 
ent widths, single panel up to 73" long. 
No operating mechanism shows. Built-in 
fusible link. Meets fire underwriters’ re- 
quirements. Write for illustrated catalog 
43A of the complete AIR-FLO line. 




















AIR CONDITIONING 
PRODUCTS CO. 
2340 West Lafayette Blvd. 
Detroit 16, Michigan 
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Cabinet Can 
\ Opener 
Model 1209W 
Also Available 


with Magnetic 


‘Lidlifter 


With accent on style, 
Swing-A-Way designed 
this truly modern kitchen 


appliance 
and 


Its gleaming white plas- 
tic cabinet houses the 
world’s finest wall-type 


can opener. 


Mount on tile, 
plaste r, steel or 
glass with special 
adhesive process 
which 


cabinet. 


comes with 


VISIT OUR BOOTH 
ATLANTIC CITY HOUSEWARES 
SHOW — JULY 9-13 








SWING-A-WAY MFG. CO. 
mm 4100 BECK AVENUE 
mes ST. LOUIS 16, MO 
a 
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DISTRIBUTORS 
APPOINTED 





Stromberg-Carlson Co. 


Nash-Kelvinator Sales Corp., Dal 
las, Tex., has been made a dis- 
tributor of Stromberg-Carlson ra- 
dio and television sets. 


Schaefer, Inc. 


Two new distributors have been 
appointed by Schaefer, Inc. 
Ice Cream Equipment Distributing Co., 
Saginaw, Mich. 
Born Refrigeration Co., Atlanta, Ga. 


A. O. Smith Corp. 


Kenrow, Inc., Atlanta, Ga., has 
been made a distributor of A. O. 
Smith water heaters. 


Sylvania Electric Products, Inc. 

Spiller’s, Kennebunk, Me., has 
been made a distributor of Sylvania 
radio and television sets. 


Speed Queen Corp. 


Two new distributors have been 
named by the ironer 


division of | 
Speed Queen Corp. 


Betco, Inc., Louisville, Ky. 
Jobbers, Inc., Wichita, Kans. 


Servel, Inc 


Three new distributors have been | 
named by Servel, Inc. 


Tedesco, Inc., Syracuse, N. Y. | 

Emerson Radio of Washington, Inc., Wash- 
ington, D. C. 

Tri-City Radio Supply, Inc., Davenport, la. 


Youngstown Kitchens 


Two new distributors. of Youngs- 
town Kitchens have been appointed. | 
Johnson Supply Co., Portland, Me. | 
Allison-Erwin Co., Charleston, S. C. 


Thor Corp. 


Haggart’s Service, 
has been made 
of Thor appliances. 


Inc., Fargo, 
a distributor 


D. W. Whitehead Mfg. Co. 

Roskin Distributors, 
ford, Conn., 
tributors of 
water heaters 


Inc., Hart- 
have been made dis 
Whitehead _ electric 


Vactric, Inc. 
Eleven new stributors of 


ic floor polishers have 


Vac- 
been ap- 


L. Luria & Son, Inc., Miami, Fla. 
Perry-Mann Electric Co., Columbia, S. C. 
H. D. Taylor Co., Buffalo, N. Y. 
Mid-Hudson Electric Co., Poughkeepsie, 
N. Y. 
D & H Distributing Co., Inc., 
Barre and = Harrisburg, Pa 
Arizona Wholesale Supply 
Phoenix, Ariz. 
Boyd Distributing Co. 
Glen Earl, Inc., Salt Lake City, Utah. 
Leo J. Meyberg Co., San Francisco and 
Los Angeles 
Midland Specialty Co., 
Hollander & Co., Inc 


Wilkes- 


Co., 


Inc., 


, Inc., Denver, Colo 


Pheenix, Ariz. 
, St. Lowis, Mo. 


Stewart-Warner Electric 


oummane Products Co., , Oakiar nd, 
Calif., as been m ide a strib 


of Stewart Warner pl Beg and tel 


1951 





more and more it’s... 


PHILHARMONIC 


a CLOCK-RADIO worthy of the name 


DEALERS- 
DISTRIBUTORS 
are invited to 
inquire about 

available 
territories 
Suggested list 
starts at 


“26= 





| Philharmomie Radio and Television 


General Offices and Plant: New Brunswick, N. J. 








Hey, you guys— 
WEBB’s got your answer! 


_WEBB TV Wrapabout .. 


for handling with extra care 


SEND 
TODAY 


Handle any size TV or radio set faster 
and more safely with easily adjustable 
Webb TV Wrapabouts. They're made of 
ruggedly padded and quilted water- 
repellent canvas. . . lined with soft white 
flannel . . . and they slip on in seconds. 
Because Wrapabouts last years, they pay 
for themselves many times in efficient 
deliveries, lasting customer goodwill. 


WEBB MANUFACTURING COMEFANY, 2918 N. 4th St., Phila. 33, Pa. | 


| (radio) 
| (television) 


| Name. 
| Address 


| Giz... 
i] 


Send Wrapibout prices and information ‘on 


set model + make__ 








New Profits..with these 
Etectucally Reversible 
WINDOW FANS 


A complete 

line of one ond 
three speed 
Pedestal, Wall, 
Ceiling ond 
Counter fans of 
modern 
streamlined 


design 


Write for 
literature. 


CIRCULATORS & 


168 THIRTY SECOND STREET 


WR24-WR30 This completely en- 
closed window fan with front 
and back grill does a two-fold 
job of cooling. It acts as an 
exhaust fan to remove stale 
smoke-laden air, and then, by 
the mere flick of o switch, 
floods the apartment with re- 
freshing, cooling outside air 

Beautiful hammertone finish. Does not require elaborate 

installation. Two sizes—24” Blade size and 30” Blade size. 


wR24 
wR 30 


WR20. Another electrically reversible fan—for exhaust or 
intake. The WR20 operates at 3 Quiet Speeds, occupies 
little space (it's only 6%" deep) and has a handsome 
streamlined beauty that makes it extremely popular. It 
has adjustable side panels to fit windows from 28°— 34” 
wide. Has 20” aluminum propellers. Simple installation 


FRIGID Hassock FAN 


@ It's good looking ond easy to sell 

@ Has o Secled Bearing GE Motor that 
never needs oil and therefore there's no 
chance of oil dripping on expensive 
floor covering 

@ Safe — for children or pets — completely 
protected 

© Operates at 3 Quiet draft-free speeds 

@ Popularly Priced for Quick Turnover 

5 @ Liberal discounts from list assures more 

pre 


lie G 4 


© jndividveleDiberens—Perented Design 
DEVICES MFG. CORP. 


BROOKLYN 32. N.Y 








specially 


THIS VEAR... 


. .. these little Taylor wash 
ers mean big business for 
you with summertime sales 
added to today’s growing 
market for time-saving, 
space-saving, budget-priced 
appliances. 

Portable TAYLOR JUNIOR 
retails at $49.95 with wringer 
and drain hose... roll-about 
TAYLOR SENIOR Sink-Side 
Washer is only $69.95 with 
wringer and motor-driven 
drain pump. 


Your customers know about 
Taylor washers from such 
magazines as Better Homes 
and Gardens, Living for 
Young Homemakers, and 
Household better be 
ready to sell them the Taylor 
they want. 


THE TAYLOR CORP. 
Dept. E, Alliance, Ohio 


LEAGUE 
ACTIVITIES 





Indianapolis League Holds 
All-Industry Meeting 


The first all-industry meeting in 
two years was held in May by 
the Electric League of Indianapolis 
Howard Bennett of General Electric 
was the guest speaker. 

The board of directors of the Indian- 
apolis league has approved the forma- 
tion of an appliance and 
service division. 


television 


Glindmeyer Elected Head 
Of New Orleans Dealer Group 


Henry Glindmeyer has been elected 
president of the Retail Appliance 
Dealers Assn. of New Orleans. He 
vill be assisted by Harold A. Martin 
Sr., as vice-president, Jack Howell as 
secretary, Irwin Gitz as treasurer and 
George I 


Peterson as executive 


lirector. 


Richmond Electrical League 
Elects W. C. John President 
W. C. Jol [ 
lent of the Electrical League of Ri 
nd, Keith Cornell is vice president 
vith C. F. Bennett sec retary and C. M. 


Wilkinson treasurer. 


n has been elected 


Northern California Bureau 
Sets Exposition Dates 
“Damn the Torpedoes, Go Ahead” 
was the slogan adopted by the North- 
rn California Electrical 
1 its 1951 Electrical Exposition, 
lefinitely fc tember 7-14 


T 


San Francisco Exposition 


Bureau is 


Phoenix Dealers End Month 
Of Activity on Automatics 
\ month of activity on automatic 


Wetmore Elected President 
Of Boston Electric Institute 


E. Valentine Wetn New 


PCEA Issues TV Training Book 
For Sales and Service Personnel 


A booklet t ” used as a guide 
r tl raining of television sales 
ind service pers sf ntly 
een issued by the television committee 
t the Pacific Coast Electrical Ass 
iation. Initial distrib: ill 
motional leagues 
PCEA territory, | 
j 1 


additional copies will 


iter for others inter 

lark Chamberlain, s*cretary-manager 
f the San Diego Bureau of Home Ap- 
pliances, is chairman of the committee, 
ind Walter Lind, Pacific Gas & Ele 
tric is vice chairman. Headquarters ad 
lress of the PCEA is 601 West 5th 
St., Los Angeles, Calif 


JULY, 


CRAWLS On Roller Becrings 
up and down steps. 


Everybody likes this 
APPLIANCE TRUCK! 


The ideal truck for every purpose! No 
Hiting . . . no fatigue . . . carries o full 
lead safely up and down stairs and 
crawls over obstructions. Your men will 
e@ppreciate the Escort truck. 


Ideal For Handling: 

® Refrigerators 

® Water Heaters 

* Gas and Electric Ranges 
® Music Machines 

© Any appliance 














Stevens Appliance Truck Co. 


Old Savannah Road, P. O. Box 897 
Augusta, Ga. 








DEALERS WANTED 


For the Sensational New 1951 
Streamlined, Electric 


HEALTH-WAY 


Vegetable 
and 
Fruit Juice 
Extractor 
FEATURING 


* Exclusive 
revolutionary 
cone shaped 
cutter made 
of nickel sil- 
ver (faster 
operation 
Cushion- 
quiet ball 
bearing mo- 
tor (needs no 
oiling) 
Patent pulp 
leveler (elim- 
inates vibra- 
tion) 
Fast-action strainer (heavy chrome plate) 
More sparkling juice (1 pint in 2 minutes) 
Clean-easy detachable bow! (chip-resist- 
ant plastic coating) 
New simplimatic cover fastener (just 
flip to open) 
Only one moving part 


AC 105-115 VOLTS 


$64.50 


Retail Price 
Generous Marks-Up For Retailers 
Shipping Weight Approx. 18 Ibs 
F.0.B. Los Angeles 
(Dealers and jobbers write for discounts) 
Fully Guoranteed by Manufacturer 


MARS MANUFACTURING CO. 


Div. 8554 Wilshire Boulevard 
Beverly Hills, California 
Member Los Angeles Chamber of Commerce 
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NEW 
LITERATURE 





DOUBLE BARREL 
ADVERTISING 


| 
Advertising men agree—to do a complete Evans Products Co. 
advertising job you need the double effect | : ‘ 5 4 ‘ 
of both Display Advertising and Direct A new franchise portfolio is being 
a sean " distributed by the Heating & Appliance 
splay dvertising keeps your name + ses . - ~ 
before the public and builds prestige Division ol the Evans Products Co., 
Direct Mail supplements your Display Plymouth, Michigan, for use both by 
Advertising. It pin-points your message representatives and distributors of the | j S PA CE 1] 16 


right to the executive you want to reach Evans line of oil and gas home heat- 
—the person who buys or influences the 


pie rac ers and floer furnaces. All sales liter- | D URING 


In view of present day difficulties in ature is contained in a single package 


maintaining your own mailing lists, our which can be kept up to date with the 
efficient personalized service is particularly addition of literature as issued 
important in securing the comprehensive 

market coverage you need and want 


Ask for more detailed information to- General Electric Co. 


day. You'll be surprised at the low over- 


thse hand-picked selections , ° , . : y AND HOM Ap IANC S M GRS. EXHIBI 
N. Y ” has announced a new Stylus 


and Cartridge Replacement Guide, 


which charts the complete use of styli 
and cartridges in their own as well as J ULY 9-13th 
competitive phonograph combinations. 


Included is a revised Variable Reluct- 
ance Cartridge folder which includes 
a finger-tip index for cartridge use 








Hotpoint, Inc. 


We 
Mc GRAW-HILL “Trade for Profit” is the title of a 
new trade-in manual published by D * - * 0 S T FE R 5 
Ee OO AIST GENES Hotpoint, Inc. This 20-page booklet 
claims to show the dealer how to or WRITE 


McGraw-Hill Publishing Co., Inc. profitably dispose of appliances re- 
ceived on trade-in deals { 


Sakina: io BASIC PRODUCTS v, 
Ebco Mfg. Co. CORPORATION | % 














A new 8-page merchandising kit has 1617 N. HARRISON ST., FT. WAYNE, INDIANA i dl “y 
been announced by the Ebco Mfg. I DEPT. E 105 _— 


Se EE EE EE SS SO VS cen ae eee aes au eee 








»., manufacturer of Oasis Air Driers. 
t shows the many new sales tools 
being offered to appliance dealers and 
plumbers to reach the millions of 
b- 








homes that have damp basement pro 


lems 


Perfection Stove Co. 


The “Sales Maker” is Perfection 
Stove Company’s name for a 5-page 
book of electric range selling features. 
Used in conjunction with other deal- 
ers’ aids, the “Sales Maker” has a 
special box easel which grips and holds 


Outstanding eacl page as it is turned over. ER POWER INSURANCE 
Source A. 0. Smith Corp. TNCHARG 115-230 VOLT STAND-BY 
sihegeamne 1951, sala yromation ye~"" ‘A. ©. GENERATOR 


pieces to TV spot announcements is Every high line user a good prospect! Help him protect his 


either listed or illustrated in a “Profi- ae 2 . . . ° ‘ 
ely Secmaiad Palua™ Glia to. home and farm against power line failures with this most 
tributed to all registered “A” and “B” advanced WINCHARGER POWER INSURANCE STAND- 
display dealers by the A. O. Smith BY ELECTRIC GENERATOR. Its amazing efficiency, 
Corp., Kankakee, Ill. simple tractor operation, and low-cost will appeal to every 


Tuttle & Kift, Inc. rural electric user. Some good dealerships still available. 


Dealers and utility service depart- Powerful introductory 
for CORD SETS ments now replacing electric heating sales promotion pro- 
units on ranges and in ranges and in = TA sram includes attractive 
é hot water tanks will be interested in a. : point-of-sale displays, 
@ Clocks @ Radios the new 20-page manual No. 5 issued ~~. = 7 posters, newspaper, ra- 

® Portable Tools recently by Tuttle & Kift, Inc., Chi- Ae = % dio and magazine ad- 
@ Electrical Appliances cago. The manual contains complete ’ : Mey ox we ae 
We stock A 4 _— tees information on the TK Monotube Sur- fetehantiotees —n 
wire from 22 to 16 Ga. in 10 colors. face Cooking Unit line and full data 
We specialize in wire harnesses, cords on TK units of electric water heaters. ‘ SR SRE SSR EREP RRR RRR 
and cables for all el i licati WINCHARGER CORPORATION, Sioux City 6, Iowa 
Gentlemen: Please send me Free Booklet “WHEN YOUR POWER LINE 


FAILS—WHAT?”’ Also, complete dealer information and availability of 
territory cescribed below. 


@ Television ®@ Refrigerators 








United States Air 


CobumbcakS Conditioning Corp. 
WIRE & SUPPLY GG. |  siosines a t6-pare booker for bot | 


2850 Irving Park Road, Chicago 18, Ill. laymen and expert, covering all 
_ ‘ 3 phases of air treatment and air han- 
“National Distributors and Warehouse for Ana- diing hae i ™ 0.08 tw » a 
conte Bemkeaty Maladies aad tele We lling, has just been published by the 
and Cables” United States Air Conditioning Corp., 
3300 Como Ave., S. E., Minneapolis. 


Address 
City 


Arena Covered 
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INDEX TO ADVERTISERS 
JULY, 1951 


A-P Controls Corp. 41 
Advertising Council 155 
Air Conditioning Products Co. 166 
Altorfer Bros. Co. ee 
Amana Refrigeration, Inc. 13 
American Gas Machine Co....94, 95 
American Electrical Heater 116 
American Screw ice: Sa 
Apex Electrical Mfg. Ce, The 

Inside Front Cover 
Armco Steel Corp. es 134 
Armstrong Products Corp........ 148 
Arvin Industries, Inc. noe 


MERCHANDISING 


SUPPLEMENT 
Products, Services — For More Sales, For More Profits 
UNDISPLAYED RATE: DISPLAYED RATE: 


ba 4 per line per insertion. Minimum charge $17.20 per inch per insertion. Contract rate on 
8.00. (First line in small black face type measured 
Fractions of « line count as line. Discount wayaee. (fa advertising inch ts 

vertically %” on one column. There are 4 


of 10% if full payment is made in advance 
for 4 consecutive insertions of undispiayed columns—48 inches to a page.) 
ds 


Mars Mfg. Co , 

Mend-It Sleeve Mfg. Co. 

Merchandise Mart, The 

Metal Ware Corp., The.... 

Midwest Appliance Parts Ca. 

Mimar Products, Inc... .. 

Modern Water Equipment Co. 

Motorola Inc. 

National Electrical Mfrs. Assoc. 

National Lock 

National Pressure Cooker Co. 

Nesco, Inc. 

New Haven Quilt & Pad ai. 

Norge Div., Borg-Warner wane 

Ohio Washer Co. 

Oster Mfg. Co., John 

Owens-Corning Fiberglas Corp. 

Packard Electric Div. General 
Motors Corp. 

Paragon Electric Co 














CUT delivery time, SAVE 
unnecessary damage and work 
with the YEATS APPLIANCE DOLLY tee ae 


Second story delivery problems are ended when you use the delly Belden Mfg. Co....... 
with the caterpillar STEP GLIDE. This unique feature eases the Bendix Home Appliances, 
largest appliances over stair edges without any Avco Mfg. Corp. 
marring. Aluminum alloy frame, 56” tall, has Ben-Hur Mfg. Co. 

smooth runners on back for easy off-on truck loading, curved cross Blackstone Corp. 

members in front for round appliances and is padded with felt. Blake & Johnson 

14’ web strap fastens appliances tight with the patented (30 


second action) strap ratchet—a Yeats exclusive. Write for full 


information. 


Yeats Appliance Dolly Sales Co. 


2124 N 12th St 
MILWAUKEE 5, WIS. 








: EBC 
Stairway Endless Bel: 


Briggs & Stratton ee 

Calgon, Inc. ; 

Camcar Screw 

Camfield Mfg. Co..... , 

Capehart-Farnsworth Corp. 

Cemco Industries, Inc... .. 

Central Screw : 

Chicago Tribune 34, 

Circulators and Devices Mfg. 
Cor, tie 


Parker-Kalon 

Perfection Stove Co. 

Pheoll 

Philco Corp. ne 
— Radio & Television , 


Cor, 
Pittsburgh Plate Glass Se... 
Prentiss Wabers Products Co. 
Quaker Manufacturing Company 


p. 
Clements Mfg. Co... 
Coleman Co., Inc., The.. 
Colson Equipment '& Supply Co. 
Columbia Wire Supply Co.. 
Commercial Credit Corp. 
Continental Screw 
Coolerator Co., The 
Cornish Wire Co., Inc. 
Coroaire Heater Corp., The 
Cory Corporation ... 
Dayton Pump & Mfg. Co., The Rockford ae oe Oe, 
Deepfreeze Appliance Div, Motor Sanitary Refrigerator 
Products Corp. : 31, Scovill . 
inion Electric Corp. Searchlight Section so 
Dormeyer Corp. Se Self-Lifting Piano Truck Co. 114 
Dow Chemical Co., The ? Sessions Clock Co., The , 
Driver-Harris Co. Seth Thomas Clocks 
Dulane, Inc. Shakeproof Inc. : 
DuMont Laboratories Inc., Allen Sheraton Television =. ince 
B. Television Receiver Div. _ Corp., A. O., Water 
Ebco Mfg. Co te 
Elco Tool & Screw . Smith Mfg. Co., F. H 
Electrical Merchandising 126, Southington Hdwe. 
Evans Products Co. Speed Queen Corp Div. Metal 
Hanb Trucks for Safe & | Fedders-Quigan Corp. Spencer Thermostat Div. Me - 
handling of Florence Stove Co. & Controls Corp ’ 
RANGES, REFRIGERATORS, ¥ aT Ford Div. Ford Motor Co. 
DEEP FREEZE AND AIR) | PE Wi Frigidaire Div., General Motors 
CONDITIONING UNITS, * <2 oon 
seeumaaindin aie Pres Die and Stamping Co. 
SELF- LIFTING | PIANO TRUCK CO. General Electric Co. 
Chemical Dept. 
Receiver Div 
Telechron Dept 
General Floorcraft, Inc. 


Queen Stove Works Inc..... 82, 

Radio Corp. of America, Electronic 
Tube Div. 

Radio Corp. of America, R.C.A. 
Victor Div. ..18, 

Rauland Corp. The 

Raytheon Television 

Robertshaw Thermostat Div., 
Robertshaw-Fulton Controls Co. 


in the new Model 
EBC Aatantedie Hen ] 
Tru F ates ng 
handle nose 
Diate aids leading ap 
Dliance onto deliv. 
truck; 2 awive 

castors and 2 5° 

wheels which permit 

use 85 & 4 wheel dol- 

lie. Leverage Duckie -* -— 

can be tightened 

Quickly in dollie position. Endless belt tread will span any stair riser. Light in ep at _ strong. Made of 
magnesium, curved and up-right members rubber pedded. Weight 35 ibs. Write for 


KEEN MFG. CO. 505 tenon > Texas 


FREE °°: FREE 
Washing Machine & Vacuum Cleaner Parts. 


Save money by ordering all your supplies 
from one dependable source. 


Quality, Service, Low Prices 
MIDWEST APPLIANCE PARTS CO. 


3645-51 W. Fullerton Ave. Chicago 47, Illinois 


’ 








Modern Appliance Displays 
Need ae MOTION! 
wae Roto: Sho 


Your Sales! TLECTRN TyuRwTasLES 











THE OLDEST NAME in turntables assures 
you profitable, trouble-free operation. Used 
by merchants nationwide for unusual action 
displays. Model 712 ROTO-SHO illustrated, 
revolves 3 times a minute, permits novel, self- 
contained lighting effects as well as operation 
of electrical devices. Table 18” diameter 
A.C. only. Sturdy steel construction Guaran- 
teed Write today for complete turntable 
catalog including build-up fixtures! 


‘ 


Standard Electric Stove & Mfg 
Co. 


Stevens Appliance Truck Co. 
Stewart-Warner Electric Div. 
Stewart-Warner Corp. 
Strombera-Carlson Co. 
Successful Farming 
Swing-A-Way Mfg. Co. 
Sylvania Electric Products Inc., 
General Mills Appliance Dept. Radio & Television Div. 
Gibson Refrigerator Co... . a ag Corp., The . 
G & Dudley Co..... ide ; ; , 
ree as Se : Toastswell Co., The 
; Tracy Mfg. Co. Div. Edgewater 
Hi-Lo TV Antenna Corp. : Steel Co. 1 
Hoover Co., The, Kingston-Conley Tuttie & Kift, Inc 


Div. Tyler Fixture Corp 
ELECTRIC RANGE PARTS ees 


Voss Bros. Mfg. Co. 
UNITS — SWITCHES Corp., The ; . Wales-Beech ; 
ASBESTOS COVERED WIRE Hotpoint Inc. vs vy a Webb Manufocturing Co. 
RESISTANCE COILS Household Magazine a Products of General 
Inland Mfg. Div., General Motors ime Corp. 
SS ee _— = Corp. ; Westinghouse Electric =. Ap- 
Interstate Folding ‘Box Co., ‘The... 


pliance Div. ’ 
Kalamazoo Stove & Furnace Co. 


— . 130 ha mg al Corp WwW 
SEARCHLIGHT SPECIALTY ees Mfg. Se Sree : 
SECTION elvinator, Div. o ash-Kelvina- 


Wiegand Co., Edwin L 106 
Wilcolator Co., The i 
, : tor Corp. Back Cover Wilson Refrigeration, Inc 
: ai p<cpesepcnmsengintancen Ladies’ Home Journal : 143 Wincharger Corp 169 
Classified Advertising) Prompt, efficient service guaranteed. Low | Lamb Electric Co., The 138 Woman's Day 26, 27 
prices on rebuilt cleaners. Parts. United, | peer F & ‘cl k ° 14 15 
2051 Boston Rd., Bx., N. Y. Da 3-8984. anders, Frary ar ..14, 
Lau Blower Co. 81 


Woman’s Home Companion 109 
FOR SALE This Lewyt vee Vacuum Cleaner 


Yeats Aopliance Dolly Sales Co.. 170 
Zenith Radio Corp. : 48 
} Div. 
Electric Bowl Heater Department ane SUPPLEMENT Life , 99, This Sedes te published as a convenience 
Consisting of tools, dies, assembly fix- | Lovell Mfa. Co. Irside Back Cover to the readers. Every care is taken to 
Sectose of Seneen UNGER 80” boat eae wich chee” addtional. announcements of prods y 116 tthe it accurate, but ELECTRICAL 


ucts and services of special interest in the sale ME RCHANDISING assumes no respon- 
EAGLE ELECTRIC MFG. CO. INC and servicing of electrical appliances and in Lyon Metal Products, Inc. . 160 sibility for errors or omissions. 

23-10 Bridge Plaza, So. Long Island City, N. Y 
Dept. JP 


@ Carries up 


eat — _MENO IT- SLEEVE 
®@ Lights turn Pe e ef bre 
with table 





c nee cord, auto and lees  ‘tgnt 
GENERAL DIE AND STAMPING CO. iP -~Appelicapeamglliaacegs 
Integrity Since 1919 


Ma 
7S ‘grok rTime- Tested-s Successtul-Economical 
Dept. 65, 267 Mott St., New York 12, N. Y ‘ 


Write for Catalog 


Great Lakes Screw 
Intestere. Crime MEND - IT SLEEVE “oe Harper, H. M. 


tight with p' 136 Bonita Av., Piedmont 11 al ¢ 











LOVELL WRINGER ROLLS 
Factory Machined Rolls Save Time 
WASHER AND IRONER PARTS 
IRONER PADS AND COVER 
ALL SIZES FOR ALL MAKES 


OHIO WASHER COMPANY 
1223 Superier Ave. Cleveland 14, Ohio 





Coroaire Heater 





























other merchandising opportunities. 
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SEE THE INDUSTRY'S NEWEST TV DEVELOPMENT AT OUR EXHIBIT 
AT THE CHICAGO MUSIC SHOW IN THE PALMER HOUSE 
a 0 0 K Inventor Honored 


REVIEW | agg = yt 200 MILE RECEPTION 


HOW TO WRITE A SPEECH, 
by Edward Hegarty. McGraw- 
Hill Publishing Co., New 
York. $3.50 


The tricl 





V Receive, 
y) 


EDWIN S. PRIDHAM, left, inventor 
of the loudspeaker, receives a testi- 
monial portfolio from R. A. O’Connor, x SUPER VIDEO DX 
chairman of the board of Magnavox 20’' CONSOLE 
Caper and == Co., during a dinner honoring Prid- 
m, in this one ham on his fortieth year of association 
a way WhICh — with the firm. Pridham is a Magnavox 


poe ty 


Westing 


The Super Video DX Receiver has opened up protitable new markets 
calle aaenniiiiel : sid 4 shea: Eee in problem Fringe Areas across the nation . . . This set will give superior 
wie's emia eelets >. ae ent and one of the founders reception up to 200 miles without the use of boosters. And the reason 
io ia a an for this amazing performance is the 4 MICROVOLT SENSITIVITY of this 
deans When the chassis ... TEN TIMES THE SENSITIVITY OF ANY STANDARD SET ON 
“We 0 THE MARKET! 

a oe oe ‘Rural Electrification 
refers 1 only to the speech itself, saa 
but the gestures that go with it as Week Set By Utilities | 
well. All those little motions that a . ; © Four Microvolt Sensitivity © Limiter-Discriminator FM 
good speaker seems to toss off so The week of August 26 will be © Four Stages of Video IF Sound Circuit 

he says, carefully planned celebrated as “Rural Electrification ssetinien ; ; a finland alt Cents Qanee 
noes canta. ili Week” by the nation’s electric light eyed Automatic Gain Control 

everyday language,” he and power industry. * Sycroloc—Automatic Frequency © Separate Circuits for Sound 

reday: sbeken lanuuase.<ex- According to industry spokesmen Control and Video 
ye RE ie » lot the special “week” is being held to 
celebrate the “near completion of the 


s which have lost much elecistieaticie Gt Mmarteatas Gece Private Label Manufacturers for the Nation's Leading Dept. Stores 
When he says ee : 


Soe VSS acs SHERATON TELEVISION CORP 
Boag a: avatlside ta OS nevoe eae 
t the most effective available to 95 percent of the nation’s ° 








overacting i : Po Red Bank, N. J. . Affiliate of Video Products Corp. 
ers. Some ncreased farm production in this CONTACT OUR NEW YORK SALES OFFICE, 2061 B’WAY, N.Y.C. DEPT. E. 
always helpful, time ot! emergency Is one ol the ‘secret Na 
: : weapons’ of defense,” said Grover C. 
rating. writing the Neff, chairman of the committee 
t better organiza- SUPervising the celebrations and presi- 
eee ‘nae dent of the Wisconsin Power and 
nm to make your oe ° . 
1 putting across Light Co., “With electric power avail- 
fy pare gee able to fill some of the gaps ofa man- 
ant an saaes power shortage, farm production and 
‘ efficiency will be increased. At a time 
vhen all our machinery is in high gear 
for defense, it is rewarding to know 
that the farmer has the electrical tools 
to turn out the basic necessities for 
the nation.” 
The first experimental farm line was 
Expect Record Entry List strung in 1923 near Red Wing, Minn., 
In Easy Window Contest by Northern States Power Co., in 
cooperation with the Farm Bureau 
Machine Corp. las Federation and the University of 
hird annual window Minnesota. It was a six-mile iron 
lvance indica wire that connected 18 farms. 
ord number of 
ntest drew 2450 
aysand HomerW. Allen of American Coolair , : 
sident, said re- Named To NPA Advisory Group NA i I () It I) 


ym the firm’s 


organization W. W. Allen, chairman of the raf) } srtutomatic Electric 
reater success” board of American Coolair Corp.. The sensational new FIRE- | 
n-piece window Jacksonville, Fla., has been named FIRE PREVENTION GUARD Fuse Coupling is WATER SOFTENER 

n free to all to the fan manufacturers advisory an outstanding invention of the decade. It brings | 

“OI The committee established by the Na- long needed safety and remarkable conven- 

tional Production Authority. ience to homes, offices, stores and institutions. Flick a switch—for complete, automatic re- 

Over 300,000 electrical fires occur each year generation. q 
Many of these fires could be prevented by the Sealed electric power vunit—eliminates field 


service and adjustment. 
use of FIREGUARDS .. . saving millions of dollars High capacity — 210,000 to 420,000 grains weekly 


in fire losses. Listed with the Underwriters Lab if desired. 
Hot on lroners oratories, Inc Fully guaranteed — 10 year worranty. 


Triple-acting: softens— removes iron—filters 
sediment. 
Easily installed— plugs into any 110-115v A.C. 


yple known to your 





good, and 
spontaneous 
2 is writing 





f , Sales Getting Display . . . makes FIREGUARD 
Any dealer who can sell $4,000 worth of ironers in one month, Easy to See .. . Easy to Sell " 


simply by telephoning old customers and giving store demonstra- outlet. 

° . *,* *n\ . . K YOUR ? | - " 

tions, deserves (in addition to a fat profit) to have his story told in coaseies Gad GURU nes = Remete control optional ot slight extra cost. 
ELECTRICAL MERCHANDISING today for complete information re. = WRITE FOR DETAILS AND iRICES 


garding FIREGUARDS, counter dis 


And that is exactly what the Newell Appliance Co. of Mesa, Ari- ct eee // | 
zona, gets in next month’s issue. Look for Howard Emerson’s photo- F. H. SMITH MFG. C o 
story called, as you might guess, $4,000 a Month in Ironer Sales. NATIONAL SALES OFFICE 


WATER EQUIPMENT COMPANY, WEST CHICAGO. ILLINOIS 





3628 So. Blake St. Chicago 9, Ill. WATER SOFTENERS © FILTERS * WATER HEATERS 
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Lhe Gourt Steps In 


overnment plays in the pioneer work done by house-to-h > salesmet 
o industries sh ducing and obtaining acceptance for 


r our goods 
the present high degree of public acceptance for 
ances and the readier disp 


position 
} 


ippli 
f the customer to come 
store cannot rule out the importance of canvass 
In fact, a lot of the sloppy selling of today 

; inertia toward outside selling. 
But the Fair Trade blockbuster the Court dropped so 
n instal irefully ts split-decision may have a profounder 
ial Revenue fortunes of independent dealers than any- 
hecter decision outlawing NRA, which 


which 


by tax- 
maintenance industries’ 


ment cores 


; ' 
eadlines 


yre tha he cuts 


tore traffic buying all types of goods. 


Id tur- would appear 
ye but the | ) I 1! Ty iin ‘ without 
framework of 


ymeress 
4 


m the 

















Try this “handy sales talk 
to make more washer profits ! 


® Now’s the time to get your hand in for bigger Instinctive wringers. Point out to every prospect 
washer profits. Display and demonstrate America’s just how all these Lovell Wringer features make 


finest washers — the ones equipped with Lovell 77 every washday fast, safe and easy. 


PULL AND IT STOPS! The slightest instinctive PUSH AND IT SWINGS! A ladylike push swings DOES HEAVY LIFTING! All Lovell Wringers 
pull stops the rolls instantly. You get safety without the wringer to the next operating position. Lovell 77 take hard work off a housewife’s hands. 90% of the 
stopping to think! Instinctive saves time because there’s no release heavy lifting is done by the wringer. 


lever to grope and fumble for. 


GETS CLOTHES CLEANER! Lovell’s Pressure- FAST! Clothes just zip through a Lovell Wringer. 


Cleansing Action gently but firmly removes dirt that 


GENTLE! Lovell’s resilient rolls won't break 


buttons or jam zippers. And they're kind to deli- While one load rinses, another load is being washed. 


: . may remain in clothes after rinsing. 
cate fabrics, too! 


LOOK HOW LOVELL WRINGERS ARE 
BUILT TO WORK BETTER, LAST LONGER! « 


“GUARDED TOP” CONSTRUCTION gives house- 


wives added protection. 


POWER ELECTRIC ROLLS with three laminations : parenune eecease 


of rubber give right cleansing pressure. 





HARDWOOD BEARINGS never need oiling, won't 


stain wash. 


SINGLE LEAF SPRING gives balanced pressure. Ds 


5 
‘ 
‘ 


H-type f sides . ae {I PRESSURE 
— -type frame prevents twisting or a Bc PNippesy siinessents ? : jor! CLEANSING 
WRINGER-TYPE WASHERS ARE . Ay? WRINGERS 


YOUR BREAD AND BUTTER... LOVELL MFG. CO. « ERIE, PA. 


THE BEST ARE LOVELL EQUIPPED 


also makers of Lovell Drying Units 




















ABOVE: TV Teen Club’s Paul Whiteman and Nancy Lewis, Mistress of Ceremonies. 


Out to Win New Customers for Kelvinator Dealers! 


N™ THE TELEVISION SHOW that has won its way into the hearts 
| 


of America is at work winning friends and business for Kelvin- 
ator Dealers with a big new family audience. 

It’s THE PAUL WHITEMAN TV TEEN CLUB PROGRAM... a sparkling 
talent hunt developed as an inspirational opportunity for young peo- 
ple . . . and now a full hour, established hit, telecast from coast to 
coast over 50 ABC-TV Network stations. In sponsoring this great 
show, Nash-Kelvinator takes another big forward step in utilizing 
the unique advertising force of television in behalf of its Dealers. 

RIGHT FROM THE FIRST TELECAST TWO YEARS AGO, THE TV TEEN 
CLUB YOUNGSTERS HAVE BEEN AN INSPIRING SUCCEss! They have won 


a high audience rating among TV favorites! 


TUNE IN—ENJOY IT! THE PAUL WHITEMAN 
TV TEEN CLUB ON ABC-TV NETWORK presented 
by Kelvinator and Nash dealers. See your local 
paper for day, time and station. 


KELVINATOR 


THE MOST VALUABLE FRANCHISE 


ELECTRIC REFRIGERATORS...RANGES...FREEZERS...WATER HEATERS...AIR DRIERS 


DIVISION OF NASH-KELVINATOR CORPORATION 


A “family type” show from start to finish . . . it is fast-paced . . . 
bubbling over with fresh, youthful talent... with the added excite- 
ment of a continuing contest and big prizes! It appeals to everyone 
. .. to the adults who are Kelvinator’s best customers now .. . and 
to the teen-agers who influence sales today and who will be the 


customers of tomorrow! 


Good citizenship and good business go hand in hand for Kelvinator 
Dealers. And so Kelvinator supports its Dealers with a television 
program that appeals to the entire family cirele . . . with advertising 
that sells! In progressive, forceful dealer support like this, there’s 
yet another big reason why the Kelvinator franchise is the most 
valuable in the appliance industry. 


IN THE APPLIANCE INDUSTRY 


DETROIT 32, MICHIGAN 





